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CALLING 
ALL 

CUSTOMERS 
IN RICHMOND? 



Of course, a three-quarter billion 
dollar market has lots of 
customers worth calling. 
WMBG, WTVR and WCOD talk to most 
of them daily . . . are closer to 
Ihem than their telephones. 
First stations of Virginia, in radio 
and televis ion both, the pioneer 
Havens and Martin stations deliver a 
loyal, time-tested audience in this 
expanding area of consistently strong 
buying power. Your nearest Blair 
man will gladly provide details. 



Havens & Martin Stations are the only 
complete broadcasting institution in Richmond. 



AM 

TV FIRST STATIONS OF VIRGINIA 

FM 



Pioneer NBC outlets for Virginia's first market. 
Represented nationally by 
John Blair & Company 




TS. . .SPONSOR R«E PORTS. 




..SPONSOR REPORT 



Smdlimiger sl^udy 
shows radio's 
stayimig power 



D. |. programing 
on increase 



Radio is 
getting bigger 



Three Ralph Atlass 
outlets have peak 
four months 



Station farm 
directors getting 
commerc iai 



NRDCA pushes 
membership interest 
in radio, TV 



19 June 1950 

Sindlinger has just completed a study of Philadelphia looking- 
listening for the four networks and group of Philly stations. It 
shows that radio listening dips far less drastically than other 
researchers have indicated. Sindlinger used his fixed Radox panel 
of 300 families as sample. He discovered that families owning TV 
sets for length of time regain interest in radio. News and music 
most TV-proof evening fare on radio ; AM drama most vulnerable. 

-SR- 

Contrary to oft-made predictions, the disk jockey will be more in 
evidence this fall than ever. On a recent station inspection tour, 
SPONSOR observed that more hours are being turned over to the 
personality boys, new angles are being effectively exploited, more 
d.j.'s are being added. In one case, on KEX, Portland, a so-so 
d.j. show designed for general listenership was quickly turned into 
a winner when a resourceful d.j. collected kiddie records and shifted 
to that type programing. Rating jumped from 1% to 7%; audience 
includes adults plus youngsters; sponsors are varied. At KWK, St. 
Louis, d.j.'s are being showered with celebrations. 

-SR- 

Observant Midwest commercial manager, on return from New York visit, 
observes that radio has returned to enthusiastic favor among Eastern 
agency and advertiser buyers but is still eyed suspiciously in 
Chicago. He predicts shift in radio's favor throughout nation 
radiating from New York enthusiasm. 

-SR- 

Ralph Atlass operated stations in Chicago, New York and Minneapolis 
have each had biggest billings on record in first four months of 
1950. Atlass formula: music, sports, news skillfully block pro- 
gramed. Outlets are WIND, WMCA, WLOL. 

-SR- 

Advertisers can expect plenty of assistance from station farm 
directors. Importance of sponsor-minded rural service specialists 
was strongly stressed at last two meetings of National Association 
of Radio Farm Directors. Sparkplug Sam Schneider, KVOO, Tulsa, 
farm director and editor of NARFD, points out by chapter and verse 
why it's vital. 

-SR- 

Two-day radio-TV workshop to be held 28-29 September by National 
Retail Dry Goods Association highlights fight by Howard P. Abrahams, 
NRDGA Sales Promotion Manager, to convince stores of importance of 
air media as retail salesmen. Agenda takes up practical problems. 
Abrahams says that 7,000 member department, chain and specialty 
stores are increasingly aware of radio and TV. 
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Radio keeps 
coming back 
in TV areas 



Lending emphasis to Sindlinger reports that radio listening is much 
in evidence in bedrooms, kit chens , bathrooms of TV homes after 
novelty of video begins wearing off, Telepulse reports that in March 
1949 only 2.4% of New York TV homes were listening to radio during 



Berle program, 
jumped to 10.3% 



In March 1950, radio listening during Berle show had 
an increase of 329.2%. 



"Lightning That 
Sells" Premiers 
in Pennsylvania 



Reps urge stations 
to increase 
participation 
programs 



One timebuyer 
concludes "deals" 
won't work 



-SR- 

"Lightning That Sells," 20-minute version of "Lightning That Talks," 
won approval in debut before Pennsylvania Assn. of Broadcasters at 
Bedford Springs, Pa. Lively meeting reflected predominant interest of 
U.S. broadcasters in ways and means of selling and promoting broad- 
cast advertising. 

-SR- 

Growing buyer preference for participation program purchases has 
prompted some key representatives to strongly advise stations to 
expand this type of programing. Trend points up snowballing inter- 
est of station representatives, both radio and TV, in realistic 
programing. Special attention being given to problems of ABC 
stations. ' 

-SR- 

One of most astute New York timebuyers has just completed study of 
plausibility of "anti-ratecard" buying for an important client. 
His technique: he mailed questionnaires to stations reading as 
though he were ready to buy. His conclusion: it won't work. And 
his sentiments: he's glad it won't work. While he wants to take 
advantage of deals if competitors do, he strongly feels it's bad for 
the medium. Other timebuyers concur. 



Is transit radio 
newest major 
medium? 



TV in busses 
newest transit 
entertainment 



-SR- 

Mushrooming transit radio medium was given big forward push by one 
of top antagonists when honest, forthright St . Louis Post Dispatch 
reported findings of extensive survey among car-riders in St. 
Louis. Transit radio got 74.9% of the votes. Only 15% were 
against. Rest didn't reply. In another decision, the United States 
District Court ruled that the street car-bus FM medium did not 
violate rights of the individual. One of key factors in Transit 
Radio upsurge and victories is extraordinary calibre of broadcasters 
associated with it, such as Hulbert Taf t , C. L. Thomas, Wm. O'Neil, 
Ben Strouse, Leonard Higgins, E. K. Hartenbower, Jack Harris, Clarence 
Leich. 

-SR- 

TV set has been installed in one of busses of Los Angeles-San Fran- 
cisco Short Line and company will similarly equip 7 others. Recep- 
tion is good, says company, for about 40% of route between the 
cities. Video screen is visible to all passengers, but the driver's 
view is blocked by a shield. 



(please turn to page 42) 
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In A "No-Hitter" 

WHEC 
In Rochester 



* 



0110 r'*"* 



WHEC is Rochester's most-listened-to station and has 
been ever since Rochester has been Hooperated! 
Note WHEC's leadership morning, afternoon, evening: 



STATION STATION STATION 



MORNING 

8.00-12 00 Noon 
Monday through Fri. 

AFTERNOON 

l?;00-6:00 P.M. 
Monday (hraugh Fii. 

EVENING 

6:00-10:30 P M. 

Sundoy through Sot. 



WHEC 

43.4 

36.1 



B 

16.6 

25.4 



C 

10.5 



STATION 

D 

6.4 



8.2 13.7 



STATION STATION 

E F 

18.3 3.2 



9.2 2.6 



35.2 23.7 



6.7 



8.2 



1 1.1 



FALL-WINTER 1949-1950 

HOOPERATING 



Station 
Bfood CGilt 
till Suniet 
Only 



BUY WHERE THEY'RE LISTENING:- 





N. Y. 
5,000 WATTS 



Represenfafives: EVERETT- McKINNEY, Inc. Hmw YmV, Chicago, LEE F. O'CONNELL CO., Los Angeles, San Francisco 
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Cor*'** shows Jack Purvis, N. W. Ayer 
timebuyer, about to start on a trip to 
check on stations. Such expeditions are 
innportant phase of timebuying, (See 
So you think tinnebuying is easy? P. 28.) 
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fieii flic proSlts yo up. up, up 






^10 Mudisott 


7 


Robert Hall owes much of its spectacular success to spot radio. The firm is 
radio's leading retail clothing advertiser with a budget of over $1,500,000 
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Vi»ir ritirf Kent' if 

}Sr. Spottsor: 

Harry W . SSt'uttett. Jr. 


13 
Id 


What pulls 'etu in? 

Radio is way in front in the dollar-for-dollar comparisons of 
radio selling impact made by Seattle's ARBI 


newspaper vs. 


24 


P. S. 


lit 


The soap that slept for iiijie tfears 






Mr. Spottsor AsUs 


:ui 


Using only radio, Pears has begun a successful comeback after 
the American market 


nine years off 


26 


Roundup 










TV llt'sulis 
Sponsor Speulis 


10 
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So i/ou thiuh thuelmtflnti Is easy? 

It takes careful consideration of dozens of factors plus a sixth sense that only 
experience develops to buy time wisely 


28 


Applause 


Git 









Tips to a ttews sponsor 

This is what the experts say about how an advertiser can get the most out of 
his news show 



How to use TV tilttts etteeiiveltf 

whether a Hollywood hand-me-down or a "tailor-made" for television, feature 
films, properly used, can yield gratifying results for TV sponsors 



SO 
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IN FUTURE ISSUES 



llow sponsors ean measure TV eovi'rayi' 

The fects sponsors should have today about the coverage they get for their 
television dollars 



ISarn donee proyraminy 

Popular with city sophisticate as well as farmer, barn dance programs are a 
hit with advertisers, too. They've been going strong for two decades 



Iteseareh revitalizes Titeh eotnutereials 

Fitch backed up its shampoo commercials with research, and improved their 
selling effectiveness tremendously 



!$ July 



:{ July 



We've Turned On The Power June 1st! 




NEW 
ORLEANS 



WATTS 



Ava/hhUii-ies gomg /hsih*^ 
Check US fodai/ ! 

NEWS PRO&RAMS..* SPORTS.., 
HILLBILLIES... DIXIELAND JAZZ 

MUTUAL CO-OPS... PLUS SPOTS ON 

LON(y-ESTABLISHED 
LOCAL SHOWS! 



•«* 



OH ^0^* 



0 






^ NEWEST. Most Modern All RCA 
Equipmenti 

Building listener loyalty 25 years! 

Individual Programming tailored 
to the area — p/us leading Mutual 
Shows! 

^ Building More Listeners Now 
With Our Greatest Promotion In 
History! 



WNOE 



MUTUAL 
BROADCASTING 
SYSTEM 



James A. Noe, Owner 
James E. Gordon, Gen. Mgr. 



Nan. Reps. 
RA — TEL 

420 Lexington Ave. 
New York Cify 




50.000 WATTS DAYTIME — 5.000 WATTS NIGHTTIME 



-5^ 




/// Sail Francisco 




The addrc^.^ is 710 on llie diaJ . . . wlieiv in jn>l >ix inonlhs 

Jane Podd has heconie San Francisco's first lady of radio. (/ illi a 

23'y( higher rating than any other loriil ivomiuis shoiv!" 

All hccanse San Francis-co women know KCUs' Jane Todd 
talks ihcir langnajic She lells "eni and sells em! 
When Jane nienlions a hook or a l>lay. a dress or dessert, cash 
rcjiislers riii<i a merry (Jioriis. 

Nic(! work an\ \vliere hul e\eii l)eUf;r In San Francisco. 
where people have more money to spend per capita than 
in any large city in the nation!" 

If voii s(dl a |>i()(lucl women hiiy. come on over to Jane 
j)lacc. Let ns inlroduee von lo ihe first lady In America's 
sevcnlh markiM today.^ 

Sail I'^iancisro 
Col tail liia'.s Ki-y lo ihr Coldrii Gale 
Rcpi rsrincd by Radio Sales 




*f'ijr< I.I "^.in rrdnri-.!., Mnrrli April 1950 

*Sil< M.in.ici rn- nl SiirM \ nf Hiijiiit; I'imrr. May 1950 

Udii' IimIiI. Mnti, lliri.nyh Sal.. 1 : ir> Ici 5 ;00 ii.m. 



510, Madisan 



DIRECT MAIL 

I was interts-tcd in a letter vou 
printed in the 10 April issue from Mr. 
E. F. StafToid. Hadio-TV Director of 
the Daniel F. Sulli\aii Agenry here in 
Boston. 

I guess I could have written Mr. 
Stafford personally, or hetter still lia\e 
called hini on the phone, since we are 
Itotli here in Boston, l)iit I feel the sub- 
ject can stand a little kicking around 
in the colinnns of SPONSOR. Mr. .Staf- 
ford was interested in suggestions for 
keeping down the costs of mail pieces 
hy radio station* and their reps. Since 
part of my variety of activities is main- 
taining a mail list. I have often jjiven 
the suhjwt a great deal of thought 
and have come to the conclusion that 
the only way to keeji a mail list up 
to date is through the assistance of 
the jiersons to whom we mail our vari- 
ous ])romotion pieces. Mr. Stafford 
talks about the fact that everything 
concerned with broadcasting is routed 
to him at the Sullivan Agency. This 
is a fact. I am sure, the promotion 
manager of a \ew \ ork indej)endent 
or a T\' station in Florida does not 
know. Obviously we are interested in 
hitting account executives, timebuyers. 
radio directors, and any other inter- 
ested parties, so we send a piece to 
each of them. However, if we bad in- 
structions from Mr. Stafford that the 
Daniel F. Sullivan Company is inter- 
ested in only one copy of any pr<">mo- 
tion j)iece and that to go to him, be 
would not he beset with half a dozen 
coj)ies of the same mailing piece. 

As for the man\ mailing pieces ad- 
dressed to those men who have de- 
cided to get out of advertising and 
open u]) a peanut stand, or have in- 
herited a fortune from a long-lost 
uncle and can give up the vicissitudes 
of advertising, there again, unless we 
are told that we do not know. 

Seriously. I try to keep up my list 
from SPONSOK's page of changes and 
other news of the advertising field as 
it appears in the various magazines. 
But, without special personnel, which 
most radio stations cannot afford, it's 
all but impossible to keep the list up 
to date. 

I would suggest to Mr. Stafford or 
.o an) other recipient of mail pieces 
that the next time ihev receive an item 



addressed to scjmeone chvcased or de- 
jjarted, that they cut out the address. 
sc ril)bl(' on it "no longer here. " 

Joii.N WiLKorr 

I'romolion Manager 

WCOl' 

liosloii 

• Mr. Slufford, of lli.- Diiiii.l F. SulU\uii Ail- 
viTt i liii;; Aeriicy, urfi;r«l iiutrc rari-ful iiv^. of tli- 
rvvt mail in Iii*. letter to SI*ONS<Ml. 'thi^ i* nil 
ansM i*r. 



SUMMER SELLING ISSUE 

Can we have sponsor's permission , 
to reproduce material al)oiit smnmer ! 
listening from v our <> Ma\ issue? 

ARNf)i.i) Focus 
I.F.I. Advertising 
Uiilullt, Minnesota 



• Miili'riul iii:iy lii' r<i>ro<liii-oil if SI'ONSOU 
■ ri'ilitcd. 



W'e were greatly impressed with the 
o May issue of si'ONSOK in which miu li 
valuable sales amnmnition for sunnner 
use was presentCkl. Will v ou arrange 
to have 10 additional cojnes of this 
issue sent to me? 

Gi.KNN Clark Millkr 

Station Director 

WCPO 

Cincinnati 



IMease send us three additional cop- 
ies of the V, May sponsor. The mate- 
rial on siuinner audience is excellent. 

J. B. Fl'QlA 

President 
WJBF 

Augusta, Georgia 



Thnnk \ou v erv much for the !! May 
issue of sponsor magazine. It is a gold 
mine of information for those of us 
who are atteinj)ting to sell summertime 
radio and television. 

Kevaoi.d H. Kratt 

Vice President 

Paul H. Rayiner CoinpaiiY 

i\eir York 



EQUITABLE LIFE PROGRAM 

In what issue did you report on 
Equitable Life s radio program? 

Myron L. Silton 
President 
Silton Brothers 
Boston 

• Ihe K<|uttalil«- st<tr> apix-nrfd in tU«- T N«- 

i Please turn to page 661 



Public 
Service 



.... is not mere "iij) 
service." KM A holds 
Kami I)a\s to demon- 
strate Soil CoiiservaLioii 
practices; plans to take 
106 Midwest Farmers 
to Alaska next Fall; 
inter\'ie\\'s hundreds of 
small town newsjjapcr 
editors annually; mails 
thousands ol letteis 
yearly gix'ing garden, 
crop and nursery ad- 
vice. 

Ttujs, KMA "lives" in 
hundreds of Midwest 
communities and thou- 
sands of Midwest homes. 
That's why KMA is the 
"Xtimber 1 Farm Sta- 
tion In Jlie i\ limber 1 
Farm Market." 



KMA 

SHENANDOAH, IOWA 

Represented by 
Avery-Knodel, Inc. 

.ABC-DUMONT 



CBS 
-The Leader .n 



Omaha 



Under Management of 

MAY BROADCASTING CO. 

Shenandoah, Iowa 
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WWL Sells for Its Advertisers in Many Media 




Continuous, as usual, are WWI^'s cami>aigns of 
24 -sheet posters, streetcar and bus dash signs, 
store displays, jiosters, stack signs and personal- 
assistance calls on the trade. WWL gives more of 
everything ... to the listener ... to the advertiser. 
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SPONSOR 



South's Greatest Salesman 
Uses New Ideas In Program-Promotion 

WWL's current newspaper campaign is far and away the 
biggest, most comprehensive listener campaign New Orleans 
has ever seen. A series of full pages in color— plus 2-column 
newspaper ads every day all as packed with appeal as 
WWL is packed with CBS stars and local attractions. 




VWL Leads in Hoopers 
... Morning ... Noon 
...and Night 

WWL has a substantial lead 
in both mornings and after- 
noons. And, evenings, its share 
of audience exceeds that of the 
next two stations combined. 




Whatever you have to sell, hire 

Souf/i's Greatest Salesman 

WWL 

NEW ORLEANS 



50,000 WATTS CLEAR CHANNEL 
CBS AFFILIATE 

A DEPARTMENT OF lOYOlA UNIVERSITY 
REPRESENTED NATIONALLY BY THE KAT2 AGENCY 
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mo TOP 

CBS STATIONS 

mo BI6 

SOUTHWEST 
MARKETS 

ONB LOW 

COMBINATION 
RATE 




When you're making out that sched- 
ule for the Southwest don't over- 
look this sales-winning pair of 
CBS stations. For availabilities and 
rates, write, phone or wire our 
representatives. 

National Rapresentotlve* 

JOHN BLAIR & CO. 



Oueries 



Ths new feature will present some of the most inter- 
esting questions asked of SPONSOR'S Research Dept. 
Readers are invited to call or write for information. 
Phone: MU. 8-2772. Address: 510 Madison Avenue, 
N, Y. C. 22. 



A. 




\. 

A. 



"C'liii yoii toll iiie the number of telovisitm sets that have been 
sohl .«^iiiee 1 January. an«l the expected volume for the rest of 
the yeari"" Ad Agency 

1.896.000 sold since 1 Jnmiary, willi tlie e.xpeclatioii that by 1 
January 1951 there will he 8,600,000 sets in use in the United 
States. The e>tiniatccl value of the 5.816.000 sets now in use i> 
S2.1 10.880.000 (to ] May 1950). 

"Wher*' <*an \ve finti a list of ra<lio and television sponsors of 
hasehall?" Magazine 
SPOiNSOR knows of no one .^ource for this information. It may 
he helpful to check sponsor's recent "Play hall: 1950"" in the 
10 April issue, page 30. 

"Can you iji\e ni<> the dates of the issiu's in whieh yon carried 
the TV dietionary ?*' ./(/ Agency 

13 Fehruary 1950, page 22; 27 February, page 31: 13 March, 
page 34. (The dictionary, in booklet form, is still available: 
fi'ce to spoxsoii subscribers: otherwiste 2.5c ])er cojn*. Bulk rates 
given on request.) 

""What is the nuniher of standard AM broadcast stations in the 
United States?" Broadcaster 
Nearly 2,200. 

"'Do you have any information about tlie effect of television on 
the sale of radio sets?" Advertiser 
A recent rejiort by NRDGA states: "Though radio departments 
rej)orted severe declines in sales (1919). the report reveals in 
contrast an increase of 2]2*'e "ver 1918 in the >ale of television 
sets. As a result, the cond)ination of radios, phonographs and 
television showed a sales increase of 2iV\j over the previous 
year. 

"What agencies ha<l top national TV billing in J 949?'" 

A J Agency 

X. W. Ayer, Bates, BBDO, Biow. Esty, Kudner, Sullivan-Stauf- 
fer-Colwell & Bayles, Tardier, J. W'^aUiM' Thompson. Young 
Kubicam (listed alphabetically). 

"In your J 6 January 1950 issue, you quote<l a LOOK HEAR 
survey. Where can mc see tins sin'V<'y?'* Acl Agency 

Contact LOOK HEAR. 115 E. 53ni Street, x\ew York Citv. 
Plaza 9-4722. 

"Can you tell us al)out The Court of Missiiif; Heirs show; the 
uetMork, sponsor, an<l w Ikmi it \vent otf the air?" 

Xational representative 

Ironizcd Yeast sponsored it on CliS. TuC'^days. 8:30 to 9:00 j).m. 
It went olT the air 29 Sei)tember 1912. ABC had it sustaining 
from 31 March 1946 to 18 June 1947. 

"Have you had any mail order .stori<'s late in 1949 or early 
in J 950?" Xetuork librarian 

Yes. 5 December 1949 and 22 MaN 1950. 

'"From whom can we get a TV r<'port about list<'n<M-s. broken 



down as to times of dav, bv age. and bv s<'x?" 



Advertiser 



A. C. NicUen Co.: American Hei-earch Bureau: Vidcod(\\: spo.n- 
sou's i.ssue>: 28) February 1919. page 2 1. and 27 F(4)ruarv 1950. 
jiage 26. 
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SPONSOR 




March-April, 1950 Hooper Station Audience Index Shows 





' /wee <d Scdlti/ntcytz!* 



IN THE MORNING! 

Share of audience is 30.1 (20.9% ahead of nearest competition) 

fN THE AFTERNOON! 

Share of audience is 21.0 (17.3% ahead of nearest competition) 

fN THE EVENING! 

Share of audience is 16.3 (38.1% ahead of nearest competition) 

fN SATURDAY DAYTIME! 

Share of audience is 21.8 (21.1% ahead of nearest competition) 

fN TOTAL RATED TIME PERIODS! 

Share of audience is 1 9.0 (35.7% ahead of nearest competition) 



CBS BASIC • 5000 WATTS • 600 KC • REPRESENTED BY RAYMER 
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THANK YOU 
PROFESSOR a 

THE NOW FAMOUS WOODBURY 
COLLEGE IMPARTIAL SURVEY 
SHOWS THAT WHEN ASKED... 

WHICH STATION DO 
YOU USE MOST?" 




KLAC-TV 



WAS MORE POPULAR THAN FIVE OTHER 
STATIONS IN THE LOS ANGELES AREA 

BASED ON A SURVEY OF 3000 TV SET OWNERS 
IN THE 16 ECONOMIC DISTRICTS OF LOS ANGELES 

^ASK YOUR KATZ AGENCY REPRESENTATIVE FOR COPIES OF THIS SURVEY 



THA NK YOU 
MR. SPONSOR!! 

IN THE MONTH OF APRIL 



KLAC-TV 




HAD IN EXCESS OF 1850 ADVERTISING 

OR A SPONSORED PROGRAM ) 



I I kl I T C /A UNIT OF ADVERTISING IS A SPOT — 
U IN I I D . . . PARTICIPATION 



LOOK FOR THE SPONSORS... 

THAT'S WHERE THE LISTENERS ARE 

KLAC-TV LtCKY 40 

Hollywood, California CHANNEL lO 

■■H<FP RESENTED NATIONALLY BY KATZ ACLNCY, INC., NEW^ YORK 



iVf^fr and renew 



If) .Snne Jf>.>0 



These reports appear In alternate Issues 



New National Radio Spot Business 



SPONSOR 

Aiiicrlrnn CliicI*-* Co 

C* iitriinial Turf Cliil> 
(Iliap St ick Co 

C(il^at«:-I*:iliiioli\ f-I'r<-l 

ir 4*11 4*r II I Foo<l 4 

C«iu-ral Mills 

I Iw Kcllop^ Co 

W wolrich Vi'ooK'u Mills 



PRODUCT 



Cli icict 1 Irilt \ IK* 



AGENCY 



STATIONS-MARKETS 



It^ilfirr X- Ilrow iiiiij: »S. II« r*« v Niitioiial 
(N. v.) 

Turf rluli >I;irlt S« hr«'il>«T ( Dno er) 

C|ia|>-Sti<*lt lip prolrrtor I.awrt*iic«* C, l^iiinhiiiiirr 

(\. V.) 

lUilOf \'<*t4> X A jax Sli4*riii:iii \ "M .-ir4|iictte 

>t^'aM'-4lo\«ii I><*\irs ro4>t! X' Itiihiraiii ( N. ^.) 

mix 

Kix Tatliain-l.nir4l ( Chi.) 



2}t r4'^ioiinl *>t atioii^ 

Hi) iiilits; iiiiijor ritit*s 

.'{.*> l>oii I ,(-(* hint i4»iiS 

20 inlils; <><» slali4in<t 



CAMPAIGN, start, duration 

.-ViiiiCiiit'^; sc^ cral >t;irtiiip 4laiO', ; I " 

Trnns** .iiiiH-iiits ; lat<* Jim 
Tiiriir; iiii<l-()ct; 2<» \*lts 

T4llo-T4->l; 5 Juii; 32 wlt4 



AiiiiciuiH au4l <*haiiil>r4*alis V ^ Jm^t 

23 AIIC station^; I'acific coa-'t To4la\ in IlolK \«o<>(l ; M-I" 3-;i :<1.3 

pill ( Viic) ; S Jini 
2*} St at ion major <*itifs I IoU4ly Doofly ; Tu, Tli ." :30-3 : I.j 

pill ; (> Jiiii ; 8 \« Im 

Mtiiiiitain-iii.Mlr rlotlirs llMtcliin-^ ( Uorli4'-i4 r. \ .) KTAU ( Kairltaiilis > I Iiaiiil>r4'alt?' ; 3 S<*p ; 13 \*lts 



Ui4'f Kri^pWrjj 



Krnvou & K4ltli;ir:li (\. \ .) 



New and Renewed Television (Network and Spot) 



SPONSOR 


AGENCY 


NET OR STATION 


PROGRAM, time, start, duration 








AiiK-riran Tobarco C^i 


ItltD.MO 


W NltT, 


X. V. 


2l>-src film; 17 Jun; 11 xks (n> 








Arnold Bakrrs 


Itenton & lto\« les 


wMtr, 




l-niin film; 22 .^l.-iv ; .'>2 \tks (n> 








1*. Itallantine Soii-> 


J. Vt alter Thompson 


KMtll. 


Illy^d 


I-niin film; 11 May; 21 wki^ (n) 








Il4*st Foo<ls 


lt4-nton 1^- |t4>\«les 


W MtT, 


N. ■» . 


l-niin partk-; 2<> May; l.'t wks (n) 






ltor4l4-n Co 


ouuf: Uuhlcam 


W NBT, 


\. ■» . 


I'artic; 29 May; 13 «ks (.n) 








nyr4l aii<l Son Inc 


11. It. II iiniphrey 


WMtT, 


N. \. 


1-miii live annetut ; 1 May; 13 wks 


(") 






Ciir( 4T rro<iii4*t!i 


Siilli* ail, St aiilTcr, C4>I\* 4- II X 


« .MtW 


W.lsl,. 


1-miii film; 11 .>lay; 52 wks (n) 










Ilavles 


W I'TZ, 


riiila. 










i). I., Clark Co 




W PTZ, 


I'hila. 


l-niiii film; 1 .May; 13 xks ( r) 








(MMi!>4ilHlnt4'4l <^i»ar Co 


Frwiu, W'asey 


W AI!I>, 


,N. ■» . (Dti'Mont ntl) 


The riainrlothcsnian ; W' V:3()-U) 


pm ; 


31 


May; 52 








^ks (n ) 








l>oul>)('4lay 


lltiher Ihtg*; 


\5\11T, 


\. Y. 


3<l-miit i>ro<;;; Sun II;'S5-I2;]5 |>m 
<r) 


; ' 1 


May 


; 13 wks 


K. W. litch 


Harry II. C4>heii 


W IT/. 


Phila. 


l-niin film; 2 May; 22 Kks (n) 








(r<*iieral Koo4l>« Corp 


\oun^ i!C Riihieaiii 


W MtW , 


W asli. 


20-src film; 2 May; 31 wks (r) 












W r TZ, 


Pliihi. 


I-min piirtie; 4 >Iav; .3.'» wks (r) 








C»o()ycar Tir«» & Itnhlirr Co 


(^oiiiptoii 


W .MtT, 


i\. 


20-S.-C film; 17 .May; 52 wks <n) 










W ltZ-l V, Itosioii 


2a-s<T film; 18 May; 52 wks (n) 








Coo(l>(*ar Tire & Kiililffr Co 


Conipl on 


WMtK, 


i:irt.-. 


20-s.c film; 31 Mav; 52 wks (n) 














20.S.C film; 1 Jun; 52 wks (n) 








Gru4'n W'atcli Co 


Grey 


w nz-rv. Boston 


20-s.i- film; 3 M.iv; 52 wks- (n) 








lly^ra<ie K004I I*ro:liict< Corp 


Doyle, Dane it Hern bach 


WMIT, 


V. 


Don W'inslnw of tli<- Navy; l()-ll):3l> 


am : 


21 May; 










13 wks (n) 






l-o C*al<»ry Food ("orp 


Rnv S. Dursline 


W I'TZ, 


I'hila. 


1-tnin film; 2 >lry; tft wks (n) 








McKcsr^on & Ruhhiii^ 


J. 1). Tardier 


\\ MIT, 


■N. V. 


l-niin film; 3 >lav; 13 v.ks (ii) 








>laiihattaii Soap Co 


Ouaiic Jones 


W UGH, 


Sclu'il. 


2<l-se.- film; 12 >iay; 13 wks (n) 








Manhattan ^uap Co 


Ihiaiie Jones 


\\\BW, 


Wash. 


2(l.sec film; 31 .May; 13 wks (n) 
















2<|.srr film 8 Jun: 13 wks 








Manhattan Soap Co 


l>4iaiic Jones 


\\Tt/..T\ . lio-ion 


I-min film; 8 Jiin ; 13 wks (n) 








N at ioiial Seleete4l rr4>4lu4*t>» 


fJear4*--M arsi<»ii 


WMtr, 


N. ■» . 


1-min partic; 15 >Iav; 13 wks (n) 








O.Cel-O 


('oms-toi-k DufTes 


W I' l Z, 


Fhila. 


1-min film; 2 1 >lay;' 13 wks (n) 








l*4*phi C4>la 


Itiow 


WMtT, 


\. 


I'artic: 15 May; 13 wks (n) 








Prinre IMararoiii 


11. C. Rossi 


WltZ-lX , BoMon 


Acr I>rnnimon4]; 'l li 7-7:2(> pni; 25 


May ; 


13 


wks ( r ) 










5 ^lay ; 52 wks (n) 




Procter iS: Gamble 


Itcnton & llovtles 


WHZ-rV, Boston 


20.SCC film; 26 .May; 52 wks (n) 








Ranger Joe 


Lamb K Keen 


W ABK, 


Cl.->€-. 


1-min film; 4 Jun: 15 wks (r) 








Ui^gio Tobacco C4> 


Itrooke,, Smith, French <<■ 


W TTZ, 


IMiUa. 


l..-a>e it lo till- Girls; Snn 7-7:30 


pnt ; 


21 


May; 13 




l)4irr:iiiee 






wks (r) 






Snow Crop Marketer** 


>]axoii 


W MiT, 


N. r. 


Panic; 15 >lay; 13 wks (n) 








Sophie !May Candy Corp 


A. W. !.4*wiii 




\. 


]-inin partic; 15 >lay; 1.3 wks (n) 








Staiieo Inc 


>IeCann-F.rieksoii 


W i\BT, 


\. Y. 


1-inin panic; 15 >la,v: 13 wks ( ii ) 








Sianaar4l ltran<ls I ne 


Tcil ltat4*.s 


W NB r. 


.N . Y. 


I'anic; 15 Mav; 13 wks (n) 








Stun4lar4l Itrands 1 iu* 


Comptiin 


W NB 1, 


.N . ^. 


20-scc film: 17 .May: ."2 wks <n) 








Standaril Itran4is Ine 


Cunipt4>ii 


W ltZ-rV, Boston 


20-scc film; 3 Mnv; 52 wks (n) 














23 May : 52 wks (n) 
















23 May : 52 wks (n) 
















Jnli ; 52 wks Ml) 








I'rico 1'r4>4liu*ts 


Itahlwiii, ltoH4*r!< & Strarhan 


W NBK, 


CIrM-. 


2(»-sic film; 12 .>Iay; 13 wks (r) 












W NH(.>, 










W'aril lt;ikiii<: Co 


J.- W alj4*r l*hoiiips4>n 


W NB I , 


N. 1. 


1-min partic; 15 May; 13 wks (n) 









• III iie.vl i.v.viie; AVie on*/ fCeiieieef/ on \ettcovhs. Sponsor I'ersoiinol <7i«iir/e.v. 

iVnfioiKi/ Ki*o««/e«.v< S€fios I'.Yeeiiliee C7i(iii</<*.s, A'eie Afienetf /Ippoiiif iiieiif.v 
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Station Representation Changes 



STATION 

Kl*\r. I'orl \rllnir. Ir\a^ 
W AHI . Arlin^tun. \ a. 
W liCC. H.'IIk'mI.i. M.I. 
-K DOK. ( l.'M'lan.l 
\\ F V\. I all^ Churrli. \ a. 
\\(. V*, >ilM r Nprinp, Mil. 
\^(,IL, (;alr'.Iiiirc, III 
WJFJ. Ilaucrstouii. M.l. 
V> Ol. l V, Viiu -, Iowa 
\>rlK, Mcxaiidriu, \ a. 
Wn.ll, lliintii>»:toii, \ 



AFFILIATION 

■Mlt> 

I iHl<*|M*n<li*iil 
I ll(Ir|M-IHli-nt 
I ntlcpi'iHh'iil 
1 ihI r|M*iHli*ii I 
1 11(1 e|M*ii ili-ii I 
MliS 
MltS 

MtC. ( Its. DiiMoiit. Vlt( 

I ii<l4>|><*ii<lcnt 

MHS 



NEW NATIONAL REPRESENTATIVE 



John l'ear^oll Co, N. ^. 
Indepnitienl -'M<*lri>|>olil jii ^alrt, N. 
Independent ^K*tr<>|><ilil jii ^'ale*, N. 
KMTrtl->IeK iniiev, N. ^ . 
I n<le]»en<Ienl ^letruitulituii ^'ale;-. N. 
1 n<l4*|M*nd4*nt 'Vl etrtipti litan ^al e>, N . 
\\'illiani G. Itanilx'aii. N. . 
W alker r,i. >. ^ . 
W eed X Tn. N. , 

Independent !Metrup<>litaii ^ales, N. 
^\ alker Co, \, . 



Advertising Agency Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



J..lin W . Itakrr 

I rank Itlanttrr 
I.. It. Itlonni 
J antes ltriil(:es 

I .<•(* n ard ( a r<ilt n n 
Fli Colian 

lM*rt ( olia II 
Will II. Cnnnelly 
l*rankl\M W. Dyson 
('liarli's frraiil Jr 
ClifTnrd K. Crcenland 
Ito ImtI J . 1 1 akken 
Joel llar\ey 
I liinna'^ Kr llnytliani 
Zander lleynian 
\\ illiani II. llnii<:liton 
(^eur;;*' Janda 

It n s<«el I K . Jones 
lla\ id K aijjler Jr 
It.dM-rl W . K. Il.>£^ Jr 
It . Ian I .a idl a\« 
llerlrerl S. Lenz 
Itolierl I* . I vv. ine 
\rtlnir C, Linpe 
James \\ . I.neas 
Ne\* man I* . ^leKx ov 
l.indsa> "^1 arl larrio 

C re(j<» ry ^1 nr pli j J r 

John I.. Me^nildi 
J:nnes >l . Nevilln 
\*ie 1 'i<» I ro\* sk i 

Mr\ Uosrnninn 
llo\«ard M. Itoshkow 

dne\ Itnhin 
| .d\* ar<l ^.inipers 
I >an ^1 liniidi I 1 1 
Jaek 1. ^harp 
i.vitrni' ^tei*i' 
Km il ei n 
r'll«-n SliTH 
Mjjol S\* iinK«»ii 
1,11' *l udd 

< r ord o n ( > . \ an<li*r\« ark r 
llarr^ W . ^Mtt 



\d\ertisin^. eopy and niereliaiidisin;; eonn»<dIor in 

Conn. 
|{Itl).<Cl). M'npU. 

(ie\er, Nr\*ell X (Jans^-r, Delroit, media dir 
^^ , Cineinnali 

Kenyon Kekliardt, pro<l of Mark Trail pro<:rani 

J o>epli Adv. Ci n<*i n nat i 

Craduate of Ohio State. June. 1 ^^.'SO 

Head oi his o\Mi sl< prom and sl< eonsnltin^ firm. CIi i 
Turner. 1 .eaeli Co, \ . ^ ., \ p in eli arfie <► f radio, ty 
\llred >I. IlesI Co, V. Y., od assi 
\s>oeiated l*ro^r;ini SerN iee, \. ^ ., eoinni] nifjr 

Itenton X I{o\«le<i. \. Y. 

M< lro (><dd\«\n Mayer, N. ^ a«lv staff 

Maxon Ine, N. ^ ., dir of niark^'lin^: and media 

>elieiilej Indii'sl ric^, \. ^. 

V'i'ineialed Program Ser\ ire, N. ^ .. '.lafT ;i-.st 
O'lteilly, Doty X Soinnier, C.hi., a^soc niemher 

Cnnnin*:hani X W alsh. \. ^ ., aeet exee 

1 M'-'l'\', I'hiiila., prod dir 
ItriMike. Sinilll. I'Venell Ditmniee. Di'troit 

Critit, 'I'oronto. memlrer retail ad\' sl:ifT 
^onnt: tS' ltnl>ie,-ini, N . ^ exee 
C,iiH*> I <de\ ision Studio*;, \ p 
Itenton X l>i>\«Ies, \. ^. 

\ssoei,ite<l l*ro2rani Ser\ iee, \. ^ .. dir uf prog 
Cnnninrzliani t'C W al sh, N . ^ ,, ineil ia ilir 
^onn» tS Kuhieam, N. radio prod snprrv 

Ge\er. Nc\*<'ll X Cancer, N. ^ \p and in^r of Di-lroit 
ofl'iee 

Kelly-Smilli C.o, \llanla, as-t ni}:r 
Icilnre writer and iii>\eli'st 

Kroner Co. Cineinnali, firoeery nieridi,indi-«er 

Vl( \l . riiila., \p in eliarfje of sU 
W ain »X llarn<di Ine, N. ^ ., iM*el exec 

I lir l*'re<Ieriek-C.liiitiMi Co Ine, \. radio :nid t\ dir 

Oneral***! own nKene\ 

Ceorize I*. Ilollinuhery Co, \llanta 

WJMO. <:ie\e., hIs rep 

l,e\<T llr<»s ( Pepsodent di\(, N. ^ ,, sis »lir 
I'arsoii. MnfT tM !N orl li lieli, l,onis\ille, eopy eliief 
KI*I\-'I\, Kl'XI, S.I''., prom anil pnl> dir 
ItltDXO, N. ^ , aeel exe.- 
Mneliannn X Co, 

Itfnion Itowles, N, \ media eoordiniitor 
K I I \ , I .. A , . ^en iii^r 



(i»*yer, New<-ll Cancer Ine. N. ^ ,, e«i]>\wril(T 

ItuthrailfT X Kyan, 1 hi., tv dept 
Kenyon tX- Kekliardt, Detroit, media <Iir 

(■iieiit her. Itrown tS Kerne Ine, C.initnnali (head of tli< 

Iiraneli ofTiee iii l)a>lon) 
Same, prod dir of radio dept 

lle.id of new Kli Colian ad^erlisin** at;eiH*\. Cineinnati 
With new* Kli Colian ad\erlisin;i a^eney. Cineinnati 
Jam 1 1 a n<I> O r^an i^at ion, Detroit, niemher sK ]>r o in st afT 
Same, partm-r and ineiiilter of the Iioanl 
I* ail \ mer ir an Itroadea^t in;:, N. .is'st ad\ iimr 

S,'im<*, ae<*l <*\<*e in st n rel d<*pl 
Kenyon t"C Kekhar<Il, !N . ^ eopy slalT 
led II. Faelor, L.A., prod dir 
Same, dir of nikts and nirdia resfureh 
Al I'anI Lefton Co, \. ^ .. exee 
S,Tnie, ,is'«t ■svo iiipr of s\ e ilejM 

Peteseli. Ileelil O'Connor I ne, Chi., ad m in i -t rat i \ t* head 

radio, t>' prod 
Sainr, >p 

Vdriaii Itauer, I'liila., die <if t\ 
Deiiniail tM Itet terid<:e. Detroit 

Itiissell T, K'elley l.td, Toronto, assoe railio dir 
I'arson. IIiifT X Northlieh, Cine in ii.il i, aret exee 

IIir^Iioii'1>arii<dd, N. radio. t\ <Iir 

Maxon Ine. \. dir of media esliinale- an<l eontrai't> 

Sam<*, <lir of prod de\ 
Same, \ p 

Calkin^; A lloldeii. Carloek tS >niilli. N. ^ .. radin 
prod ni^r 

Same, el<*et<*il to ajjeiiey hoard of dir 

The Katz V^eney, \l lani a. on sU staff 
Joliii CaCerd,i, Phila., piih rel dept 

Daiieer>Fit7^:rrald>Saniple. N. ^ ., \ p in < liar^e of merehandis. 
iniz ilepi 

Olheial I'ilnis Ine. N. ^ ., vwv \p and cen niar 

S. U. I.eiMi Co, N. ^ ,. nipr of piih and r arch 

Same, \p 

1 1 orlon-.No \ es. Pri>\ idene** 

>anie, N. ^ ., in eh art:e of t \ d epi 

Ohio \d\ ert i'sin^. Cle\ e., lieet exee 

I. en Itnrnelt ( o. Chi., aeet exee 

I.. W . Itniish Co, I.oiii^\ ille, ei»p\ ehirf 

Kniil >louiiI Co, N. ^ ,, as^t to pres 

M aeKenzie I ne, M 'npls., \ p and aeet exe*- 

ltrI^aeller, Wheeler Staff, I. .A., raifio and media dir 

Itltl >t,M O , N , ^ iiH'd ill eoo rd In al or 

Calkin<4 tM lloldrn, Carloek, >leClinloii .Sniilli. I., \. olliee 

niyr 



I ty 



IOWA'S MULTIPLE-SET HOMES 



HAVE ALMOST TRIPLED 

SINCE 1940! 




T 



lie 1949 \oy>a lladio Audience Sur- 
vey* reveals an aina/in<; increase since 
1940 in llie number of l«\vu homes with 
"two sets" an<l '■Mhree-or-m(»re sets." 
3^5.3% <»t Iowa lionies now liave /ic<» s«'ls 
whereas in 1940 there were only 13.8% 
. . . 12.4% have three or autre against 
4.4% in 1940. 

Extra sets menu extru listeiiiiif;. W'Ium c 
an Iowa liom«» lias four or more s<*!s, 
67.7% of lUr faniilii's iisv two s«'ls siiiiiil- 
taneoitsly on an average wcekilay. Where 
the home has three sots, 44.3% of the 
faniilii's use two sets siinnltdiieously. 
Where the home has two sets. 26.4% of 
the families us«' two sets siiiiiiltHiieoiisIy. 

In addition to the extra listening 
canscd hy two or three sets being heard 
at the same tiaie, there is a large but un- 
measured amount of added listening in 
ears. ofFH'es. barns, etc. 



19 JUNE 1950 




Sets create the 1950 Iowa audience, 
and W'HO einitiiiaes /o ifp/ tlie ^retitest 
sliare of tliis amlienee. Write to us or 
ask Fre<- & I'eters for your copy of tlu' 
1949 Survey. It tells all the facts. 



*Tlw J9t9 Kdilioii i^ llic I^cUlli annual >ln<ly 
of radio listening lial)il> in Iowa. It uas ina<l<' 
l»y Dr. V. \„ NXIian of NVioliila Uni\<>rsily — i> 
liasrd on ixTsonal inI<Tvi<"\»> with 9,116 Iowa 
families, M-ioirlifically sclccK-d from eilifv. 
town*. \ilhif;fs an<l farms all over llu" Stale. If 
is widely reeofiiiizcd as one of the nation'* nio»t 
inforniatix? and reliable radio rescareh proj- 

w n © 

+ for Iowa PLUS + 

Des Moines . . . 50,000 Watts 

Col. It. J, I'alnier, I'r. sid. nt 
I*. A. IyO>et. Hesident ManaKer 




FHKK X: I'KTKIJS, INC. 
National Hejirosentative* 
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Pict he rcft^ 

C6S 




^£5, Ue Said 




WILSON, NORTH CAROLINA 

ces 

to one of the nation's 
highest cash farm 
income areas! 



ALLEN WANNAMAKER, 
\ WGTM, WILSOH N C. 

I WEED * COMPANY, 
V NATIONAL REP. 



5000 WATTS FULL TIME 
590 KC. 




Harry W. Igeiiiiett. Jr. 

Director of advertising 
Jelke Good Luck Products, N. Y. 
(Division of Lever Brothers Co.) 



HaiT) HciuK'll. (li reel or of Jelke's advertising, is a s-ueker for a 
cliallenpe, and lie'* got one when it conies to Good Luck Maifrarine. 

"It's a lliree-way battle."' says^ the liusk) 6'3" executive, '"and 
we're going to lick all three parts." He'll pound hi* fi*t on the 
desk just in case yon don"t think he means it. ''W'e have to huild 
margarine's public aceeptance, we have to i)romote our own (mxxI 
Luck Margarine product, and we have to fight laws that aim to 
hold us down. Radio is by far our most important weapon. ' 

When Bemiett joined Jelke little more than a )ear ago, the com- 
]iany was spending no more than 2^? of its ad budget for radio, a 
mere $6,000 for the first six months of 1919. Sales were spiraliiig — 
downward. Bennett inimedialely increased radio ex])enditures to 
2Q'7( for the second six months. Sales ha\'e not only leveled-oiT, but 
are on the way up. He's been given an ad budget of nearly $1,000,- 
000 for 19.S0. More than a third of that will go to radio. 

Young ('!()) Jieimett l)elie\es in concentrating his advertising; he 
seeks to hit the housewife often and in the markets ^\here it counts 
most. The company is currently running 250 spots per week in 25 
to 30 cities. Come 1 July, when the federal tax on margarine is to be 
lifted, these s]H)1s will be inc reased by 200''i. 

Bennett's radio advertising ideas are based on sobd ex])erience. 
He learned about the housewife and radio when he was with the 
(]oiiii)ton Agen(;y as account executive for I'&Cj S Ivory Soap and 
l)uz: and when lie was with the \ eterans' Broadcasting Coin])any 
( Rocliesler, N. \ .) as aclverlising and sales promotion manager. He 
plans to make radio jelke's basic medium, building other media 
around it. He'd like nothing belter than a TV announcement or 
])rograni campaign, and a five-day, 15-niiimte radio daytime show. 

Le\er Brothers, which bought out jelke's in 1918. ])roduces about 
70'v of the world s margarine. Their enornious resources arc now 
heliiiid Bennett as he seeks to j)usli Good Luck Margarine to the to]) 
of the heap. B(Min(>tt's biggest ])roblcni lies in o\erconiing the ''social 
sligina" of margarine as a substitute bir butter. 

The fight's on for llarr\ Bennett, and he"s never been lia])])ier. 
For relaxation he ll spend his weekends sailing with his wife and 
two small children . . . listening to the portable, of course. 
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This letter shows you how easy it is 
to get real sales results when you advertise 
on WJBK . . . the station whose local acceptance has made 
it the key station in the Tiger Baseball Network for the second 



successive year! The way smart advertisers spell 
Detroit is W-J-B-K. 



success 



m 



WJBK 



-AM 
-FM 

-TV 




DETROIT 



NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-24 

Represented Nationally by THE KATZ AGENCY, INC. 
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Radio 

Market Data 

for 

Oakland, 
California 

!■ How many people? 

There are 3 million people in 
the coverage area of KLX, the 
top station in Hooper ratings. 
KLX claims only 600,000 as 
steady listeners. 

2b How rich are they? 

Oakland area radio listeners 
spend 100 million for drugs, 
1 billion for food, 1 2 billion 
for general merchandise, 1 4 
of a billion for radios, TV and 
furniture. 

3> What does Hooper say? 

KLX leads all independent 
San Francisco and Oakland 
radio stations in the Oakland 
Hooper . . . and often leads in 
all six periods! 

4. Do San Francisco Inde- 
pendents cover Oakland? 

No, these stations reach only 
1 5% to 35% of the Oakland au- 
dience that KLX covers. You 
can check this by adding the 
Hooper share of audience fig- 
ures for all six periods. 

5. What about KLX results 
...and promotion? 

Just send for success stories on 
your field. Also, KLX has won 
7 national awards for sound 
promotion. 

KLX 

TRIBUNE TOWER • OAKLAND, CALIFORNIA 

Aepreienfed Nationally by 

BURN-SMITH CO., INC. 



IKew ilevelopments on SPOISSOR stories 



"Amm-i-dcnt sets the pace" 
10 October 1949, p. 20 
Amm-i-dent picks radio 

With an a<l budget of in or $2,000,000 ihis \ear, Amm-i-deiit ex- 
pecls to be eleaning inoie teeth than ever. Over half of this budget 
will be s])Hl l)et\\een radio and TV. 

In "Auim-i-dent set* the i)a(e.'' SI'OXSOH described ad-nianagcr 
George Abrains a? a "bug on testing." He s-till is and his current 
experiment is a T\ show. This falL for the first time. Amm-i-denl 
will sponsor a major T\' pr<)du< tion, The Amm-i-dcnt Mystery Play- 
house (Cl}^>l. 

Oil the theory thai c\ ening T\ time would he al a premium this 
fall, the comjjany some months ago bought T\ time without having 
had a show in mind. They decided later to si)onsor a mystcrv which 
was in the net\\ ()rk's block prcjgraming mood I see "'Mr. Sponsor 
Asks."" si'OiXSOK, 5 June 19501. The half-hour play will go on the air 
every Tuesday at 10:00 p.m. KDT. 

Another Amm-i-dent innovation is its entry into daytime network 
radio with the 25-minule j)rograni. Quiclk As A Flash (ABC). The 
show is scheduled for Tuesdays and Thursdays at 11:30 a.m. EOT. 

Simultaneously, the company is dropjiing its e\'ening show on 
radio. Burns and Allen (CHS). 

These decisions are based, according to Abrams. '"on the dowji- 
\varfl trend in e\'ening AM radio listening, ihe upward trend in eve- 
ning tele\ ision viewing, and the stability and increasing importance 
of daytime radio.'' Bur>is and Allen had done a good job for the 
company, but had been deeliniiig in rating. The show became an 
expensi\e buy in view of the smaller audience i)ulled (current Hoop- 
erating. all homes. 12.3). 

The two new programs cost little more than the ?ingle Burns and 
Allen show. The TV show will be budgeted at approximateh $14,000 
per week. The daytime radio show will cost about $13,000 weekh. 
In addition, daytime radio spots are being tesled in six cities. 

Amm-i-dent has had a sjieetacular sik-ccss story. It was first in- 
troduced February, 1949. and it is reported that the dentrifrice is 
now the number two seller among drug stores throughout the coun- 
lr\, number three among all stores, An imjiarlial (juestionnaire sur- 
\ ey among 37.000 dentists was made r<!ceirtly b\ Louis Sturz. certified 
public accountants. Results jilaced Annn-i-dent first in denial ret> 
ommendation among all t}'pes of tooth pastes and powders. 

"Auto advertisers can do better" 

13 February 1950, p. 24 

Automotive advertisers 

The air is becoming increasingly iin])ortant to the autmobile inan- 
ufaeturers. 

As si'ONSOH predicted (13 February), the trend for fall will be 
toward more j)ri)grams. rather than aimouneements. Indications are 
thai the auto advertisers \\ill hold on to what they ha\c. and in more 
<'ases than not. increase iheir radio and I V a( li\'it\. 

It is rej)orted that the Chrysler Corporation is interested in buying 
lime on NBC-T\' for a new mysler} show this fall. The difficult) 
seems to lie in the lack of good time still available. DeSoto will 
definitely jiick uj) the Groucho Marx AM show after the summer 
hiatus (but it will move from CHS to M5C ) . Ford and Chevrolet 
are continuing their heavy programing schedule. Spot schedules, 
however, will conliime to be important in the industry's aiherlising. 



p.s. 
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TRAFFIC-SALES 
THE"XL"STATIONS 



the language 

every merchant understands 

are proven producers of traffic 
and sales the tested A R B 1 * way 



write for 



summary off 16 A R B I tests 

To: The XL Stations -200 Symons Block - Spokane, Wash. 



The XL Stations 

KXL - KXLE - KXLY 

Portland Ellensburg Spokane 



KXLF 

Butte 



KXLJ 

Helena 



KXLQ 

Bozeman 



KXLK 

Great Falls 



KXLL 

Missoula 



Advertising Research Bureau, Inc. 




50,000 WATTS 680 

NBC 



AFFILIATE 



★ also WPTF-FM * x I 

RALEIGH, NORTH CAROLINA ^ 

FREE & PETERS^ INC. national representatives 
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RADIO IS PACING AMAZING GROWTH OF ROBERT HALL CLOTHING CHAIN. ADMAN FRANK SAWDON INDICATES NEW MARKET 

up 

When ik profits p up 



Koliort Hall tliis so.isoii tells you tlie rosKsoii: spot railio. 

The firm's 81,500,000 air effort leacls clothing fielil 





li s no coincidence that tlie 
l»I»i< most spectacular success in 
the clotliing intlut-tiy is also 
the hifijjest radio spender. Robert Hall 
gets the nod on both counts 1)\ a wide 
niar"in. The firm, which niav well he 
the fastest-growing business in any re- 
tail category, does not deny published 
reports that its 1949 income ap- 
proached S75A)00.0l)0. Robert Hall's 

19 JUNE 1950 



radio tab last year was at least !5 1,500,- 
000, and probably cU)ser to -SLT-'^O^OOO. 
(The exact figures are aiuhod\"s 
sness: these statistic* are buried in the 
overall figures of Robert IlallV parent, 
I nited Merchants and Manufacturer;-, 
Inc. One indication of L.MiM's mag- 
nitude: its president, .jacob Schwab, 
collected salary and bonus of $140,542 
in 1946, the U. S. Treasury reported. I 



Ne\er a firm to rest on its laurels, 
the Robert Hall chain will put more 
distance between the wolf and Jake 
Schwab s door this fall by opening 
stores in eight new markets, mainb in 
the Midwest. As always, the firm s sta- 
tion list w ill be expanded in t lose tan- 
dem with the new e.-tablishments. The 
Robert Hall station list, which ha> built 
sSeadih each fall, currently ranges 
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Artful use of 100 singing commercials helps Robert Hall build store after store like this one 



fif)in 130 to 150 oiillots, cle])eii(ling on 
seasonal variations. Tlie fall o])f>nings 
will put Uoherl Hall in a total of 70 
markets across the countr\. At pres- 
ent, the clothing chain owns and oper- 
ates oo "clothing sui)erniarkets"" in 35 
stales. 

In line with the fall campaign. Frank 
I'l. Sawdon, head of the Uobert Hall ad 
agencN . and his radio director, Jerome 
Uess. are deep in the monumental task 
of \iewing th<'ir radio ac|i\ity in all 
( ui rent markets, and ])lanning the new 
additions. Sawdon is also \ ice ])resi- 
dent in charge of advertising and sales 
])romoti()n for Kohert Hall Clothes, 
and is a ke\ figure in all ])luises of the 
firniV ])lanning and de\ (do])ment. 

Jerry Hess, who does the actual ra- 
dio tiniehuving for Rohert Hall, left 
re<'entl\ on one of his periodic swings 
around th(> <'ouiitr\ in ])iirsuit of his 
radio (hores. This Irij) is an es])ecial- 
l\ important one. not onl\ hecause of 
Kohert llalTs and)itious fall radio 



jdans. hut also hecause the inroads of 
television will ha\e a greater hearing 
than e\er before on the implementing 
of such plans. Before lea\ ing on this 
tri]). Hess g(!nerousl\ took time out to 
give sponsok's readers an insight into 
the Robert Hall api)roach to the all- 
important problem of radio timebu\- 
ing. Frank Sawdon himself, who has 
])la\ed a dominant role in Robert 
HalFs merchandising since the firm s 
begirmiiigs, has su])])leinented this in- 
formation with a rounded ])icture of 
the inside workings of t)ne of radios 
biggest and smartest ciistonicrs. 

"inside workings." as a matter of 
fact, is a ])hrase <dosc to the heart of 
Robert Hall's ])hiloso])h\ of radio co\- 
erage. The firm s station hu\s are <'al- 
culated tt) co\er each market area 
"from the inside out." Robert Hall 
bu\s almost as main network stations 
as iii(le])endenls. .SO-kilowall ])()wer- 
liouses as well as 25()-watl <'()ffee])ots. 
Hut. in general, tin" <'oinpan\ ])refers 




CALCULATED UNPRETENTIOUSNESS IS THE KEYNC 



to make multii)le buys of several 250 
or 500-watters within a given radius, 
rather than try to blanket that area 
with a single 50-kw" station. 

In kee]jing w ith this slant. Jerr\ Bess 
makes a jioint of doing his tiiuebuying 
])ersonall\ . and on the sj)ot. Vi hen sta- 
tion bu\s in a ])articular locality are 
contemplated, Bess a])])ears on the 
scene to conduct a one-man o])inion 
])oll. His object is to determine which 
station or stations have the greatest 
"local retail acce])tance." 

To Robert Hall, this doesn t mean 
"bu\ing ratings" any more than it 
means "buying ])()wcr."' Bess recalls 
that some shows and stations "with 
])racticall\ no ratings at all" have been 
selling liea\il\ for the firm o\er a ]je- 
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;f ROBERT HALL'S MERCHANDISING PHILOSOPHY. RADIO COMMERCIALS MADE "PLAIN PIPE RACKS" A NATIONAL CATCH-PHRASE 



riofl of )eais. What does Robert Hall 
look for ulieii 1)U\ iiig a station? Uotli 
Sawdoii and Bess agree that ''a sta- 
tion's o\\n jiersonality is more to the 
point than ratings or i)o\\er — its "lo- 
cal retail acceptance. " This is a factor, 
they feel, that cannot he deterininerl 
1)> remote control, whicii aceounts for 
Bess' energetic legwork. 

In the matter of choice of broadcast 
time. Robert Hall finds that its best re- 
sults have been in Class B and C time 
brackets, which tliry regard as be- 
tween 6:30 a.m. and 6 p.m. harrow- 
ing it down, they feel that broadcasts 
in the mid-morning hours, and early 
and late afternoon have been the most 
productive. This ties in with the Rob- 
ert Hall belief that, while the firm sells 



clothes for the v\'hole family, the house- 
wife is their natural advertising target. 
In the middle and lower income brack- 
ets, which constitute the greatest con- 
sumer mass, it s the lad\ of the house, 
Robert Hall has found, who decides 
which pants the nominal head of the 
house will wear. 

Just as it looks for the best of both 
types in dividing its station buys al- 
most eveidv betv\een network station 
and indies, Robert Hall again gives an- 
imunceinents and programs an even 
break. If it comes to a tough choice 
on a single station, the firm will buv 
a bulk of aiiiiouiicemeiits spread 
through the log. rather than a single 
program. If programs are indicated, 
huvs will include five. 10. and 1.5-min- 



ute newscasts, and musical shows, usu- 
ally disk jockeys, in segments of 15 
minutes or more. 

The other half of Robert Hall s ra- 
dio arsenal consists of a wide v ariety 
of one-minute transcriptions. A 30- 
secoiid jingle is the lead-in for each 
commercial. All of the Robert Hall 
jingles are set to original tunes I the 
firm has used more than 100 of them 
to date). The following verse is a tv])- 
ical Robert Hall opener: 

"Look smart in a Robert Hall dress 
It s smart because voii buy em for 
less 

Robert Hall has them all and the 

prices are dov\n, 
The cool summer values are the talk 
{Please turn to ]>age 44) 
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!• ARBI fcsi staris: matched sums go to two media 2. $91 bought 10-Inch, two-col. ad In Portland paper $90 paid for I 5 60-5econd annojncenonts like this 



What pulls 'em in? 



0 



AKItI toc'iiiiif|iie ^'ives fl»llai*-f«i*-fUillar 
eoiiiparisoii of iiou'.s|ia|ii^r vs. radio 

.solliii$>'-iiii|iac*t in retail stores 




1 





\X hat could l»e simpler? 
A retailer takes two SlOO 
bills. lie bu\> newspaper advertising 
with one. radio time with the other. 
The -anie item i,- plugged in both me- 
dia; then, when ciistonrers go to buy, 
they are interviewed carefulK. Main 
question: ''How did you learn about 
our special offer?" 

In outline, this is what happen? when 
the Advertising Research Bureau Inc., 
a newly formed Seattle organization, 
conducts one of its unique j)oint-of-?ale 
tests. So far radio is credited with hav- 
ing pulled nearl) twice as many cus- 
tomers into the store as newspapers. 

Retailers who have tried ARBI test? 
see them as a refreshing supplement to 
the welter of circulation audit figures, 
radio ratings, audience survexs, and 
other indirect measures of selling ef- 
fectiveness. ARHI research tell- a re- 
tailer exactly what he wants to know : 
how much pulling pouer <lo I gel for 
my dollar? It is one of the most stim- 
nhiting of recent research develop- 
ments. 

Theorcticalh . retailers could take 
any nnnd)er of adxcrtising media, drop 
the same nundier of coins in each slot. 



ith fif 
the best re^^idts. 



Cash customers like ladles above are ail the measurement a retailer wants of a medium 



and have AKBl 
thai tell wliich give? 
So far. howexer. radio and newspapers 
ha\e been die only media compared. 

Current AHJil operation? arc re- 
stricted to the West Coa*t. but the or- 
ganization has announced tentatixe 
l)lans for expansion eastward. At this 
writing. 1() ])ilot tests of radio \s. 
newspaper cITectiveness ha\e been com- 
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• Store interviews reveal which medium pulls best •••Interviewer follows questionnaire reproduced above ti« Actual result sheet shows a victory for radio 



pleted in nine Vi'asliinglon. Oregon, 
and Montana markets. Newspapers 
outpnlled radio in ordy one of the tests. 

Tlie president of AFiBI, Frederick 
Baker, reports tliat results of the tests 
ha\e helped wiiip up enthusiasm for 
radio among retailers who ])artici|)ated. 
Some examples: 

One large retailer, who had adver- 
tised exclusi\cl\ in newspapers, took 
part in the test out of i-urio^ity. Radio 
showed up so well that he has r(>allo- 
cated his advertising budget. Xow 
.50'/^ goes to radio and 50'^'? to news- 
papers. 

^Vnother ad\Trtiser had been using 
five-sixths of his budget for newspaper 
advertising, one-sixth for radio. He 
now splits it 50-50. 

J{adio stations, loo, ha\e fell the im- 
pact of the AKBI tests. One station 
revised its rate structure u])wards and 
another increased its monthly billing 
by 20' ; . 

Here, in capsule form, are the traffic 
and sales results of 
search Bureau's first 16 tests in 
I'flcifie \orthwest: 

Of the traffic brought into stores 



\dvertising I{c- 
Ihe 



1. 
2. 
3. 



40.4 ''f was attributed to radio 



21.2'r to neuspapers 
14.3' ( to a combination of radio 
and neuspapers 
4. 24.1% to various other reasons. 
Dollar sales volume, expressed in 
per<'entages. were: 

1. 54.6'f accounted for by radio 

2. 20.3' J due to newspapers 
Radio got twice as many people into 

the store and sold them over two-and- 



lialf times as much as news|)apers! 

ARBI s results are not surprising to 
those who remember the Joske l)e])art- 
ment Store study in 1945. Joske's "the 
largest store in the largest state. " co- 
operated in a one-) ear test which suc- 
cessfully demonstrated radio's selling 
jjower. 

Two committees, one of retailers and 
another of broadcasters, supervised the 
promotion of certain Joske depart- 
ments which were allotted extra radio 
advertising. Ernst & Ernst made a sep- 
arate audit of the store and compared 
the sales showings of those depart- 
ments which had been pushed on ra- 
dio, and those which had gotten only 
the usual amount of joint radio-news- 
paper promotion. 

Results of this one-xeav continuing 
sur\ey showed thai: 

1. All departments of Jo^ke's in the 
selected group getting extra ra- 
dio sui)porl in 1945 (with only 
one exception) showed increa.-e> 
in sales volume o\er the preced- 
ing jear. Radio was instrumen- 
tal in this sales increase. 

2. These increases in sales volume 
were aehieved at a rehitivelv low 
ratio of advertising costs to sales 
\ olmnc. 

fhough widel) hailed at the time, 
the Joske study failed to imjiress mam 
smaller retailers who lacked the re- 
sources to make a similar test. ARBEs 
method has the virtue of being applica- 
ble to stores which aren t '"the largest 
ones ill the largest state. 



1 herein lies 



one of its greatest appeals. 



At ])reseiit, ARBl tests are paid for 
b\ the radio station involved. Some 
station jieople on the West Coast feel, 
however, that the stores tlieniseKes 
should be induced lo foot the research 
bill. Then the tests would lia\ e ev en 
greater impact. 

Head researcher of ARB! is Joseph 
Vizard, a former New \ ork research 
aiiaUst who did wartime siirvevs for 
the Na\\. and has since done survevs 
for Hearst papers. Carnation Milk, a 
leading Seattle department store, and 
others. Frederick Baker, president of 
ARBl. i.-« a prominent West Coast ad- 
vertising and public relations execu- 
tive. Edward Craiiey, owner of the XE 
stations in Washington, Oregon, and 
Montana, is vice president. 

To show exact!) how ARBl research 
works, here is a step-bv-sle]j break- 
down on a test for the J. K. Gill Co., 
I'orlland, Oregon. Gill, a long-estab- 
lished bookseller. ( hose Worlds in Col- 
lision for its test item. This is a re- 
centlv published book which purports 
to cxi)laili various biblical and niv thi- 
cal events on a scientific basis. Port- 
land readers ahead) knew of the hook 
through a Header's Digest condensa- 
tion, a book review in Time, and an 
article in the 'I'liis U eeic magazine sec- 
tion of the Suiidav Oregon Journal. 

The Gill Co. spent $91.00 for a two- 
column b) lO-iiic-li advertisement in 
the Sunday. 2 A])ril, Oregonian. Eor 
another 890.00. [lie conijjanv got 15 
amiounccmenls on K.\L. interspersed 
at intervals on 2. 3. and A April. 
I Please turn to page 63 i 
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/ /((' niUAl juriioiii oj 
all Pears ads ap- 
peared originally in 
I'uiich aboiil 1890. 




The soap (hat slept for 9 vears 

U^iiii^' willy rafliw. Foars has lio^'iiii eoiiieliack. now has 7.000 retail wiitlets 



©Hollow and soiinnvlial rude 
lau^htrr greelrd tlir hi a\ r 
souls who tried lo s(di<-il 
drug and (le]iartinent store orders for 
I'ears Son]) in the \e\s' ^ ork nielro- 
]ioliian area earlv in 1949. Sure, the 
famous English soap luid been a 
l)ou>ehold word in iXinei'ica as well as 
throughout the British Kni])ire for 
generations luil not this generation. 
I'cai s hadn t been sold or ad\'ei'tised 
111 ihe L. S. since 1940. )• urtliennore, 
it retailed for fifty cents a bar. A 
druggist in 1 he Bronx summed u]) the 
general rea<'ti(Hi rather neatl\. His 
res])oii.-e to the IVars ])it(di : "Yer 



iodder's mustache!" 

IVars was shaken, of course, but jiot 
shattered. The firm ke])t tr\iiig. and 
by diligent effort managed to line up 
203 drug store outlets and one de])art- 
nient store fjcdm Wananiaker) in the 
\ew Ork area. At that ])oint I'ears 
gave up shouting through en])ped 
hands and tried a niiero])hoiie. The 
firm bought a daily ])artiei]3atioii in 
the Barbara Welles Show, over WOR, 
?sew \ ork. Six weeks later, orders for 
I'ears Soap had been recei\ed from 
more than 2,000 drug stores. 36 de- 
])artnient stores, and four drug chains. 
,\fter 12 weeks ( bv l.i June), I'ears 



was being sold in 3.100 drug stores, 
48 department stores, Tl drug chains. 

Today. Pears is getting distribution 
through more than 7.000 retail outlets. 
Since its reintroduction in the V. S.. a 
little more than a \ear ago, the firm 
has used no advertising other than ra- 
dio, and onlv three stations in all — 
WOR, KYW,' Philadelphia, and W'BZ. 
P/Ostoii — although it will be up])ing its 
station total before long. The distribu- 
tion figures cited are traced by the 
firm dircetly to the original cani])aign 
on a single station. WOR. and were 
achieved at a cost of about one dollar 
]ier store. The detailed story of how 
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I'pars did it coiijtitntes, if not a \eri- 
table ."-oa]) opera, at Icas-t an epic suc- 

t•C^■^ StOI V. 

IVars ha* hecn making soap in Eii<i- 
land since 1787. Even in its cail> 
}ears the firm was an energetic ajul 
imaginative advertiser. Main of it- 
magazine ads, appearing in I'uiich and 
else^vliere, are regarded as <'lapsi<-s ( see 
cut). Uy ir>82. the soap ua^ go solid- 
ly established even in the United 
States, that no less a personage than 
the Kev. Henry Ward [?eetlier lent his 
name to a dignified testimonial for 
Pears, taking note of the well-knou ii 
aflinity between cleanliness and godli- 
ness. 

In 1916, A. & F. I'eais. Ltd.. was 
absorbed by giant Unilever. For a 
time thereafter the soap was mann- 
factnred in America by Lever Brothers, 
as well as by Pears itself in .Middlesex. 
England, Pears was Jiot given as nuich 
advertising support as the other Le\er 
soaps, however (Lifebnov, Lnx, Swan, 
etc.). By 1940. when production was 
discontinued because of the war, Pears 
popularit} and sales in this conntrv 
had melted away considerabh . despite 
the fact that it was down to 15c a bar. 

Wlieii Unilever decided to reintro- 
duce Pears in the U. S. earh in 1949. 
with production confined to England, 
import duties and rising production 
costs had brought the unit price to 50c. 
This put Pears in the luxury soaj) 
categor) . 

After it became a])parent that the 
attempt to reintroduce Pears cold — 
without advertising support- -was do- 
ing it the hard way. Unilever enlisted 
the aid of expert counsel to plot an 
<rfTecti\e selling campaign. Co-plotters 
were SchiefTelin & Co.. American agent 
for Pears; Cowan and Dengler, Pear< 
advertising agency; and S. C. Swan- 
son, Xcw York publicity firm. 

The sensible a|3|3roach to the mer- 
tliaiidising ijroblem. it was decided, 
was to concentrate on a single, specific 
area, and establish a pattern of adver- 
tising and distribution that could be 
applied later, market by market, 
throughout the nation. The ideal wa\ 
of achieving this goal, it was further 
decided, was the use of "highly selec- 
tive da) time radio," combined with 
aggressive publicity, "all geared to 
create an unusual amount of word-of- 
mouth advertising."' 

For those on the inside of this op- 
eration, the watch-words were "selling 
nostalgia." A reputation which has 




tvlore than 7,000 drug and department stores throughout the East are moving Pears up front with the 
^id of Barbara Welles promotion on the air and at point of sale. A Liggetts' display is pictured here 




Alert promotion, publicity baclcs Pears' radio campaign. This is Dorothy Sticlcney, of "Life with Mother" 
(Below) Barbara Welles (left) greets the "Pears Soap Mother," winner of WOR's letter writing contest 




BENTON 4 BOWLES TIMEBUYER GEORGE KERN, RESEARCHER FREDERIC APT CHECK TOOLS. MAPS. REPORTS. MAGAZINES 

So von think tiniebnving is easy^ 

It Isikcvs c'cirofiil ewiisidersitioii of cloxeiis of factors, plus a sixth 
sense that only cvx|ierieiiee ilovolops to hiiy time wi.sely 




Don't uiulrrosliiiiate a goo*! 
liiiiehiivcr. 



An Kin>lciiiiari trcalion of curved 
space, straifilit s|)a< e. atorn?. aiul vvfuld 
line.', inighl |tu/zle liim. On ihe other 
hand, some of (he jigsaw puzzle? he 
puts together involving stations, hud- 
gets, audiences, economics, and adja- 
ccn( ies would turn an ad-nianagcr*s 
liair wliile in a week. 

Tinichuving lias actpiired all tlie 
C()mi)lex and exa< t tools of a science. 
Tliat s Jiearteniiig lo the sponsor, since 
tile more systematically his money is 



s|)ent tin* helter he likes it. Hut it's also 
disconcerting: liniehuying is so com- 
plex now that few people aside from 
tinieiniyers understand and a])pre€iate 
ln>w it s done. 

To help advertisers (and agency 
people I understand the liinehuver's 
work. sl'0^.s<)R presents on tliese pages 
a hrcakd()wn of some of the tools tinie- 
huNors use to make their decisions: 
and an outline of some of the tinie- 
hu\er"s current prohlcins. Tliis infor- 
mation was gathered from experts in 
\ew "i'ork. Chicago, ."^all Lake City, 



Cincinnati, Los Angeles, and other 
cities around the country. 

The timehnyer has some tools which 
are relatively easy lo use. Anyone can 
lick off population figures ami various 
other market data on a <hart. Bui the 
troiihle is lhat most of the tiinchuyer s 
|irohlems are so complex lliat a list <if 
tiniebnving tools a yard long cant 
unravel them. 

I'.xperiem'e is actually the tinie- 
l)uyer's hest friend: that, and some- 
fhing extra that ex|ierieiice seems to 
develop. In card-pl.iy ing it's called 
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Thest! are the iimehuyt'rs main tools 

f , Coverage maps: BMB is basic, Is supplemented by mail and engi- 
neering maps 

*i. Program and station share of audience ratings; how do individual 
periods compare with competition? What's the overall picture? 

.*{, Marltet data: includes economic setup of area, population charac- 
teristics, living habits; sponsor area sales figures, budgets 

<J, Standard Rate and Data Service: what will the campaign cost? 

5, Trade magazines: source of thousand and one tips and ideas: sales 
success stories, special marltet reports, information on competitive 
plans and products, business trends 

fjf. Station representatives: source for time availabilities, program in- 
formation (including ratings), aid in clearing time 

/ , Experience: most Important "tool" of a timebuyer, because facts 
and figures can't be applied as a mechanical rule of thumb 

(See Mr. Sponsor Aslts, p. 36, for tools discussion) 




Timebuyer's decisions are aired In sessions like this one at Compton 



''card sense." Ho\\c\er. the fact that 
a good timebu\er can almost '"smell 
out'" the right station can t all be 
chalked up to a ni\slerious insight. He 
has as a part of his background ecjuip- 
ment a vast familiarity with markets, 
clients, account executives, representa- 
tives, stations, programs, talent. 

His computations on these factors 
are often so automatic (and so right) 
as to look like pure intuition. Xobody 
knows just where "intuition" begins 
or ends, but we can take a look at how 
a timebuyer goes about getting the 
sponsor his money's worth, and some 
of the things that make it tough. 

An ad-manager once asked the head 
timebuyer at an agency which handles 
numerous spot accounts. "How do \ou 
use BMB?" 

"For what account? ' the timebuyer 
replied. 

How stations are chosen for a spot 
campaign depends not onl\ upon the 
nature of the product but upon things 
like the s[)onsor"s immediate obJecti\c, 
his distribution pattern, budget. WSUi 
gi\es a circulation measurement and 
can be used to avoid buying coverage 
in areas where client lacks distribution. 

It might, on the other hand, be used 
to help select stations to match a 
client's retail outlet newspaper adver- 
tising. 

'"When a certain new station came 
on the air." one timebuyer told SPON- 
SOR, I looked first at the BMBs of its 
competing stations in the area. \^Tiy? 
To see if there might be a coverage 
bole the new station would be needed 
to fill." 

For estimating station coverage a 
timebuyer has, in addition to BMB 
maps and data, such aids as mail maps 



or records, and milliv olt contour maps. 

But not all characteristics of a sta- 
tion can be known or estimated from 
tools so straightforward as a BMB or 
..5 m\. contour map. A rating service 
can give data on the relative popularity 
of a given program or period. lJut 
what about the ty|)e of audience at- 
tracted by a specific program? 

Is it the one the advertiser is aiming 
at? I'rogram schedules and written 
descriptions of programs are useful 
hut far from conclusive here. \^lio are 
the people in a market, and how do 
they respond to \arious kinds of pro- 
grams? 

One way a timebuyer gets the feel of 
a station's programing is by hearing 
samples of its programs. This is usu- 
ally done, except for the timebuyer's 
own area, via recordings. Another 
w'ay is getting to know the station 
manager or program manager. 

Station people \isit agencies often 
with their station representatives. Prod- 
ucts that have been sold successfully 
often constitute a clue. 

There's another reason why details 
of programs and program sequence 
are a must in evaluating a buy for a 
specific client or product: the value of 
an adjacency can all but disappear if 
the wrong product is spotted next to 
the w rong program. To follow a sports 
stanza, for example, with certain 
women s products would be an obvi- 
ous waste of monev . 

Tlie station representative can be a 
great help to a timebuyer as he seeks 
to keep up with program and policy 
changes. Rep organizations, as a 
w hole, are considered one of the more 
indispensable "tocds" for obtaining 
much necessary station information. 



Uo8> the sjKjnsor demand a strong 
merchandising assist from stations he 
puts on his schedirle? Tlie timebuyer 
has to know who will go out and really 
do a job. He usually does know. But 
the problem still isn't as easy as it 
sounds. 

Some stations ha\e small audien< es 
and terrific merchandising services. 
With others the situation is just re- 
versed. At what point does the nega- 
tive begin to Cancel out the de«ired 
characteristic? 

What is the competition doing? 
What is the previous record for this 
program or time spot for selling simi- 
lar goods? W^hat is the sponsor s cur- 
rent distribution and sales picture in 
the market? Does the client want a 
prestige station in this market? These 
are a few of the questions that often 
bear on a question like this. After tak- 
ing everything into consirleration. a 
timebuyer must make his recommen- 
dation and justify it. 

Along with coverage and cost infor- 
mation, a timebuyer looks for share- 
of-audience data in sizing up a station. 
Some timebuyers like share-of-audi- 
ence figures period b) period. Others 
prefer averages for morning, after- 
noon, and evening on the theory that 
the larger sample represented gives a 
more accurate picture of the listening 
trend. 

If a sponsor wants to reach the 
largest possible audience w ith a single 
or a \er\ few announcements, that 
might call for a power station. If his 
product sells mainlv in either rural or 
cit} areas, he might he paying for 
waste circulation. 

But in some cases, a high power sta- 
Wlease turn to pae:e .S9l 
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KCMO trademark empliaslies importance of news 



Kx|i«?rts list nays to Iic?l|i the ailvorlisor 
^ot tlio most out of liis news |iro$»raiiii 



7. Don't open a newscast with the main commercial. At least a headline 
summary should come first 

2. A strained commercial "tie-in" is worse than none at all 

3. Avoid over-cutcncss in commercials. The light touch is alright, but 
straightforwardness is better 

4. A "second voice" is probably better for the commercial, although many 
newscasters do a potent selling job themselves 

5. Five minutes of news is usually enough. Interest sags after that 

6. Give them plenty of local and regional news 

7. Don't present "Commentary" in the guise of straight news. If it's opinion 
or analysis call it that 



The fickle tables of the lis- 
leiiing public lia\e driven 
many an advertising manager and ac- 
count executive to a dyspejjtic s diet of 
broth and malted milk. Give them 
drama and the\ want conied\ . Give 
them high comedy and they want low 
comedy. Give them variety and they 
uant drama. Give them symphony and 
tliey dexeh)}) a passion for Dixieland. 
But gi\e them news —and the\ de\onr 
it. All thai jtands between man\ an 
adman and a stoniacli specialist is the 
a\erage listener's unflagging appetite 
for news. 

This ap])elite \Nas sharpened to a ra- 
zor edge during the war \ears. and 
the change in global temperatnie from 
hot to cold lias done little to dull that 
edge. Radio news is still the >tiiff tbcit 
ratings — and profits — are made of. It"^ 
still the safest bet for aiiv ad\ertiser 
in search of a tried-and-lrue vehicle 
for moving his sales curve over the 
black-ink hue. 

'I'he news show is all things to all 
sponsors. It can sell with e(]ual facil- 
ity on a liiiiitetl campaign basis and on 
the custonuu) long-term coiitraet ba- 
sis. \ classic example of short -order 
selling \ ia the newscast was pro\ ided 
in a rectMil campaign by W all) Frank 
Ltd.. Xew York tobacconist eliaiii, o\er 
WOK. 

The Company bought five single 
sponsor^hi])s of WOR's 6 ]).ni. new* 
and three single sponsorships of the 9 
a.m. news to ofTer a package of six 
pipes, valued at S22. for S3.95 plus 
mailing charges. According to WOK 
and Wally Frank, the ofTers on those 
eight newscasts pulled 5.i>99 phone and 
mail orders for a total of S23.3()l in 
sales. Cost to the sponsor for the en- 
tire campaign, including radio time, 
telephone service, clerical and miscel- 
laneous oxerliead. was S3,36r!. 

An account executive for the Iluber 
lloge ageiic). which handled the cani- 
l)aigii for W all) Frank, was impressed 



Personal appearances build audiences; WCKY's Holt addresses class Close rapport between station, sponsor a must; WBBM, Bond execs meet 



by . . the value of using loug-eslah- 
lishcd news programs in selling." And 
he added: "Moreover . . . tliere were 
remarkably few C.O.D. refnsals, ineor- 
rect addresses, nierehandise relurns^, 
etc., which, are frcquenliy connecled 
with mail order campaigns." 

Coiilrasling with snch in-and-oul 
news buys are the nniltilude of spon- 
sors who eonsislciilly buy news pro- 
grams for the long haul, over a period 
of \ears rather than da\s. Ksso, for 
examjile, has s|)()nsored its Reporter 
newscasts for 15 \ears. 

W OK, which has made an intensive 
study of how and win news programs 
pay off, eiles the case of I'eler Paul, 
Inc. The candy firm has used news 
shows since 1939 lo increase its dis- 
tribulion and sales in the \ew ^'ork 
metropolitan area. During tliose years 
I'eter Paul lias climbed from eighth 
lo third place in candy bar rankings. 

One Peter Paul contest, plugged on 
three \\ OR da\ time news programs 
exclusively for eight weeks, pulled a 
total of 82.986 entries — each accompa- 
nied by ■■|)roof of purchase." The sta- 
tion adds: "Surveys made by l*eter 
Paul show that the rise in their sales 
curve over the years closely parallels 
expenditures for radio news shows."' 

These news show success stories un- 
doubtedly can be matcbe<l by many 
another sponsor and station. This 
doesii I mean that the news siiow 
is fool-proof, however. It isn l. Hut 
it can sell any conceivable j)roduct 
or service for a sjioiisor who lakes the 
lime lo learn a few coiiinion-sense les- 
sons — and a few trade lips on how to 
handle his news show. In preparing 
this article, sponsok polled stations in 
every sixlion of the country for first- 
hand, current data on the subject. The 
stations have responded with a deluge 
of detailed, sales-wise information on 
how news is paying olT for their spon- 
sors and themselves, and what lliey are 
doing to make it pa\ off. 

First, some basic [jriueiples on which 



all of the stations polled by si'ONSfiK 
arc agreed : 

1. Dou l attempt to present commen- 
tary in the guise of straight news. Com- 
menlary, or "analysis," or any treal- 
ineiit of news oilier than a factual and 
objective handling, should be clearly 
identified as such on the air. 

2. .\\oi(l the use of stale, ''warmed- 
over' news iiiaterial, and never permit 
the verbatim repeat of a news item 
broadcast earlier— unless it's a legiti- 
mate "Mash" of gnvnt importance. Lis- 
teners have learned to expect fresh, 
up-to-tlie-iiiiiuite news on the air hours 
before they read it in their iiewspa- 
|,)ers. and usually resent dog-eared 
items. 

3. iMtliougli preferences \ai) in 
different part? of the country. nio*t 
listeners seem to want more local and 
regional news than they have been get- 
ling over the air, and fewer national 
aiul international items. 

4. Under ordinary circumstances, 
five minnles of news is plenty. Al- 
though there are many successful 15- 
miiiute and even half-hour news pro- 
grams, a newscast's effectiveness ordi- 
narily decreases in direct proportion 
to its length, after the first five min- 
utes. 

5. A ■'|)ersonalily*" news<-aster can 
often tlo ii more effective selling job 
ilian a staff announcer. But direction 
and rcslraiiil is needed to make sure 
his personality docsn l get in the way 
of ibe news. 

6. If the news is rewrillen from wire 
service copy or from other standard 
sources before being broadcast, the re- 
writing and editing should be done 
only by members of the station or net- 
work n(>ws staff never by other per- 
sonnel. Experience has shown that the 
newscaster himself if he is merely a 
"voice" rather than a newsman — 
should not be |iermltted lo alter the 
texl of the newscast unless he can 
prove himself ([ualificd. An irrespon- 
sible statement in a newscast reflecls 



on the sponsor as well as the station. 

7. A degree of dignity is advisable 
in the newscast commercial as a whole, 
rather than cuteness. Day in and day 
out. the news outlook is generally so- 
bering rattier tliaii entertaining. In 
this context, an "aren't we (le\ils? ' 
commercial is aj)t to fall llar^llly on 
the ear. 

o. Integration of the commercial is 
alright nj) lo a |Joint. Too often the 
straining for a tic-in with a news item 
is painfnlU audible. A tyi)ical result 
might sound like this: "An army of 
haggard, undernourished Jajianese sol- 
diers were welcomed by tearful wives 
and relatives in Tokyo today when they 
returned from four years' iniprison- 
iiieiit in MaiH'huria. If }ou want lo 
give your husband a real welcome to- 
iiighl, pamper him with some of those 
delicious lionzo biscuits. . . ." The 
commercial disguised as a news item 
should also be guarded against. 

Remembering that no universal 
leeipe exists for the ideal local news 
show^ here are some sjiccific sugges- 
tions by the stations that |)aticipated in 
SI^ONSOk's survey. The following ad- 
vice conies from WJTN, Jamestown, 
N. v.. which airs 15 sponsored news- 
easts each dav. 12 local and three net- 
work (AP.C ) ~: 

"Re sure to ha\e good newscasters 
to handle local news, l liey must have 
personal ajjpeal for the audience since 
they talk aboul local events and peo- 
ple. Make sure that the newscaster is 
vers careful in pronouncing the names 
of local citizens, coiiimuiiilies, streets, 
buildings, etc. 

"In a comniunity of our size (13,- 
000), isolation of the local news in a 
15-niinule program is more successful 
than filtering it throughout the news- 
newscast. . . . On our 10 antl 15-miu- 
ule newscasts we handle the eomnier- 
cials b\ giving a brief S|)oiisor identi- 
fication, followed by the headline news 
of the dav. Then we say, 'Details in 
{Please turn to page 48) 
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The IS/MS looks ttt rtttllo iieit'.v 

"First, only in radio and only with radio news can the spon- 
sor get full credit for the service. . . . You (the advertiser) 
pay for the news in any medium — but in radio, you also get 
the credit, and . . . the gratitude, respect and goodwill that 
go with it. Second, you can forget about one big radio pro- 
gram problem when you sponsor news — the problem of keep- 
ing your program always interesting, new, and entertaining. 
The changing news, always fresh, exciting, crisp and different, 
always flowing to you from all parts of the world, is in itself 
the solution. The news is . . . always changing, never stale, 
repetitious, boresome, . . . The news is immediate. . . ." 

— excerpted from a recent talk by Maurice 
Mitchell at a National Retail Dry Goods 
Association Conference in Los Angeles 
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\lloiitioii to flotail. skillful iiiteji^'ratioii of 

coiiiiiiorcials ^'ive foaliiri^ films llioir iiii|iac't 



H()II\ wood hand - iiir - 
^ down? ha\i' a ticinrii- 

(lous toIc\ i'-ioii audi- 
ence: so lia\o tailor-made nio\'ic^ for 
'\ \ (SI'O.NKOK, 5 Jnrie 19501. Bnt traii>- 
fonninji llial andicMiee into pa\ inp ens- 
tonicrs takes more than just throwing 
a s-witeli to start a movie projeetor. It 
takes the same elo.«e attention t(j the 



fine points of salesinaiishi]) and shov\- 
maiislii]) re(|uire(l for success \\ith ain 
piojirani — AM or T\'. 

Films aren't always eas) to nse as a 
selling \elricle. People like to \\ateh 
fre*' m()\ ies, hiil iIh'v \ e been seeina; 
them without <-onnnereial interruption 
for a l()ii{£ time. Ihe Hollywood prod- 
uct wasn't made for 1 \ and it wasii t 



made for comnierciaU. That means a 
conversion job. To find out how to 
get a maximum return from feature 
film programs. si'ONSOk surveyed ^\ 
film experts. The tips they caine up 
with are incorporated in this artiele. 

WT'TZ. IMiiladelphia. one of the 
most successful iis( r> of 1 \' mov ie 
fare, sets the theme expressed by other 
outstanding film users: ""Full length 
features require the ?aiiie program 
planning as li\c shows. True, it's a lot 
easier to flo film programs, but it's also 
a lot easier to slough off the 0|)cning 
and ehisins; music, to have intejirated 
slides not in keeping with the jirogram 
mood, and to make otlier little slips 
that hinder chances for a high rating.'" 

Mail) stations have built a large, 
steady andience for film shows In 
mood ])rograining. Instead of showing 
a comedy one night, a Western the 
folh)\\ing, then a iinstery. all in the 
same slot, films of (>ne t^pe are coii- 
ceiilrated. An adventure fan can fol- 
low Dumonl's weckK Advenluie I'lay- 
lioiise on WABl). New York. Murder 
Before Midnifiht chills Clii(\igoaiis six 
nights a week on W BKU, and Philadel- 
phia's Western fans have their daih 
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Commercial comes at climax 
of Westerns 



Jusf when acfion is hoffesf in Hopalong 
Cassidy film, there's pause for commercial 



2 



Appropriate slide signals "intermission." 
Such touches add to appeal of TV films T 



, Commercial stays in Western mood. Stu- 

[i *J dio cowboy (also film) delivers message ^ 



Action resumes in two minutes. Cliff-| 
hanger technique is used most in Westerns 



Frontier Playhouse on W'PTZ. New- 
York TV stations alone have over l.'i 
daily and weekly "film theatres" spe- 
cializing in a certain kind of picture. 
Mood ])rograniing helps explain the 
high ratings of top film shows. 

TV film theatres face a universal 
problem: how' to fit an <>0-ininute pic- 
ture into a 55-minute slot. Some pro- 
grams run the whole fdni, but many 
of those in class A time slots ^chedule 
a one-hour segment, to kec]j time cost 
down. This means a major cutting op- 
eration. 

Far from ruining a jjicture, e.xjjert 
editing can make it even better for T\ . 
Obviously, 25 minutes hacked indis- 
criminately from any film will leave 
viewers confused and annoved. How 
do \ ou snip out 30*^^ of a carefully 
made Hollywood product and have if 
make sense? First eliminate all dark 
scenes that won't show u]) on a TV 
tube, then all the long-shots in which 
distant objects get lost. James L. Cad- 
digan. ])rogram and production direc- 
tor of the Du Mont Television Net- 
work in New ^ ork, exjjlains w here 
most cuts are made for WAHD: 

■'Suppose a Hollywood ])icture wants 
to show two people eatnig at the Wal- 
dorf-Astoria. The camera takes you 
through the front door, u]) the steps 
into a lobby, over to the elevators for 
a look at l)eIlho])s' nniform.s and final- 
1) into the dining vooni. For TV v\e 
cut out the whole elaborate approach 
and go straight to the table where our 
principals are eating. By doing that 
we haven't changed the story at all, 
just quickened the pace." 

Caddigan. an ex-Paramount film 
{Please turn to page 52) 
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...iiiorp salt^s for loss iiioiKn llirougli \11C suinnit'iliiMe television. 

39% more TV families than last winter 

on the ivBC interconnected tele\ ision network alone 
...and this is a net figure. (Seasonal deciiiie in 
viewing taken into consideration.) 

27% lower cost per thousand 

...tlie lowest in television history. 

an 8-week hard hitting campaign 

...insl(!ad f)f the usual 13-vveek c^cle. 1'liis makes it 
possii)le for yon lo enjoy the prestige of 
NBC network television on a limited Inidgel. 

NBC's choice productions 

...j)rieed for suninicrtiaic budgets. 

a warm weather welcome lift in sales 

If yonrs is a seasonal sununer product, here's a way to (piick sales. 
If yonrs is a year-round product, here's a boost for sales 
through the sunnucr — a head start for fall business. 
WHiatever you sell, tlu^ \B(; Straw Hat Plan offers you the 
largest TV audience in history, at the lowest cost per thonsand — 
top-rauking NBC-prodiieed television shows — all on a 
special, economical 8-week basis. Get your order in before 
July 1 to take advantage of present low rates. 
For complete details and program descriptions, 
send for our booklet, 'The NBC Straw Hat Plan". 




TELEVISION 




Mr. Sponsor asks. 




YVfiffi fire the busie rotls or ytirdstiehs used 
hif iimehutfers in selei'tittg sUtilotts? 



H. T. Hamilton, Jr. 



Advertising manager 

Snow Crop Marketers Division, N. Y. 

Clinton Foods, Inc. 




Mr 



The 

piekocl panel 

answers 

Mr. llamiKoii 

Selection of sta- 
tions is basically 
governed by tlie 
product being ad- 
\erlised. That is, 
tile distribution 
and ty|je of prod- 
uct ( limited or 
general appe<d) 
and. in consider- 
Kane atioii of same, 

ihe resultant au- 
W itb tills predetermined and 
very basic '■\ jirdstick," llie selection of 
slaticnis is immediately narrowed to 
term,- of a\ aiiabilrlies. 

(Coverage j)attprii and total potential 
audience of tlie respective stations art" 
prime considerations. 15MB affords tlie 
only coninioii comparative measure- 
ment wbicb defines tlie area of listener- 
sliip to an\ station and tlie number of 
families witliin uliicli area tbe adver- 
tiser can expe<'t to draw an audience to 
any parti< ular program. Tliese figuKis. 
broken d<nvii pcr< eiitag(!-wise b\ coun- 
t\, and also relliK-ting d<^ptb of listen- 
ing, are iinpurtant in j)lotting coverage 
against distribution and known poten- 
tial market area for tbe ])roduct in- 
\ol\("d. 1 luis tbe buyer can furtlier 
eliminate by knowing on wliicli sta- 
tions be can rea<li a certain area witb- 
•iiJt [»a\ing for excess listening in areas 
fiiilside tliose in wbicb Ik; is interested. 

I be fact tliat tbe overall appeal of 
tbe average station's programing \£iries 
b) individual programs, witli tlie per- 
<-enlage of listeners var\ inj. 



ly. calls for furtlier refinement in mea- 
surement of availal)ilities and corre- 
sponding selection of stations. 

Not only must tbe type of listener to 
tbe preceding program, in relation to 
tbe audience desired, be considered, 
but also tbe popularity of tbe preced- 
ing program and competitive program- 
ing. Sucb measurement of program 
popularity is given by Hooper and 
Pulse in tlieir individual city reports. 

Coverage reports and program pop- 
ularity ratiiigi. are tlie basic and com- 
plementary "yardsticks" in tbe selec- 
tion of stations. Tbe resultant anal)sis 
of sucb measurenients, bowever. eaii- 
not be accepted as final in tbeiij^selve^, 
but must to a degree, be modified or 
comj)leniented by olber market data 
pertinent to tbe product, Sales Man- 
agement is one of tbe more inij)ortant 
sources of sucb information used. 

Radio and TV [iniebiiyer 
Ellinslon & Co. 
iVew ) ork 



A I 1 campaigns 
are divided into 
two parts: tlieir 
purpose, t li e i r 
1) n d get. Willi 
lliese as a guide, 
and XV i t li tbe 
weaitli <»f data 
olfered l)v most 
>lalions, it's no 
Mr. Sumbinner p r o b I e 111 t o 

scbedule a prac- 
tl<'ally perfect s(;l(;ctive radio operation, 
just eliminate! 

Start b\ calling in tbe representa- 
tives of all stations in areas v ou want 
to cover, riiest" are vour v ardsticks 




tbe facts you want to know: availabili- 
ties . . . coverage . . . ratings . . . au- 
dience data. 

Some stations automatically elimi- 
nate themselves because they lack avail- 
abilities. Others will fall by the way- 
side, as they fail to measure up. 

Take coverage data. (You'll have to 
allow' for the differences between one 
station's BMB. another's engineering 
map, and perhaps a third's mail map.) 
Clieck against vour product's distribu- 
tion: you may be offered rural listen- 
ers you can t use, particularly ff their 
ear-count boosts up the station's rales. 
Or, contrariwise, you are apt to find 
coverage too limited for your needs. 

Then compare time-slots in those 
stations that are still lieing considered. 
If you are buying a time-period for 
your own program, see if what yon fol- 
low and j)recede are good audience- 
mates for your show. And be sure to 
see what vour competition is. If y*u 
are buying a station-made program, 
you want as much of its background 
as j)ossil)le. Get its rating history — ■ 
and the method by wlii<di it is rated. 
Judge its appeal to your type of pros- 
j)ect by listening to a recording of tbe 
show. Find out how successful a jol) 
it lias done for other sj)onsors. 

When ) ou are faced with two set- 
ups that look equallv good, as they 
often do, tlien your own past expcri- 
ciK'cs must come into play. \\ ill one 
slalion giv e \ on a plus in tlie wa\ of 
dealer niereliandising and local pub- 
licit v? Is tlie station's manager or rep- 
resentative the kind of gu\' who vvill 
follow tb rough on his promises? 

In other words facts first and 
lliesp must fit iieativ into )our cam- 
paign's pattern. Next -vour own good 
jndgniciit and experience. It is as sim- 
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Miss Dunlavey 



j)Ie as that . . . and if it worked a« 
t'cisily in rpalit\, as in tlicoiy, tinie- 
l)U)crs would be poor users of stom- 
ach remedies ! 

I*AL L G. CrMIMN.NKK 
Dheclor of radio and Tl 
Lawrence C. Cuinbiiiner 
Adverhsing Agency. Inc. 
A'cK' } orli 

Althoufih some 
of the considera- 
tions which influ- 
ence tiinebuyers 
in selecting sta- 
tioHs cannot be 
^ ^^hUt measured, there 

are available sta- 
tistics which sup- 
ply many impor- 
tant yardsticks. 
15 Al H. which 
resulted from the pleas of agencies and 
advertisers for uniform, comparable 
coverage information, helps tremen- 
dousl) in selecting stations because it 
gives coverage data county-hy-county 
for the entire Lnited States. \\ ith over 
2.000 stations on the air, and more to 
come, authenticated coverage data is 
essential. 

B.MB is an integral part of most 
tiniebuyers' lives but this service, im- 
portant as it is. is incomplete because 
some stations have not subscribed. 

Since I have always found stations 
eager to supply information of all 
kinds to tiniebuyers, apparently some 
of us have not convinced non-subscrib- 
ers that in most agencies BMH reports 
are dog-eared from constant use. The 
information they contain helps us to 
make sounder expenditures of our cli- 
ents" advertising dollars and, of course, 
anything that helps us to do a better 
job for our cliewts means more nionc) 
for radio -and television. 

In addition to R.MH, the rating serv- 
ices that measure program jiopularitv 
continue to supply important yard- 
sticks. Radio Hooperatings are now 
published on a continuous basis in 100 
V. S. cities; the initial Hooper TV re- 
ports will give "indicative"' informa- 
tion on 10 cities. Pulse ratings are 
available for radio in 10 cities and for 
TV in nine, with more to be added. 
The Nielsen Radio Index will supply 
network ratings, and we are told that 
Nielsen also plans to issue a report on 
listenership of the top 200 stations in 
the country. 

(Please lurn to page 6.Vl 



A-TISKET, 
A-TASKET, 

>W HAT'S IN 
THIS LITTLE 

BASISETI 

^^^^^^^-XSZo^"''''' '''''' 

your eggs, eUher'. ^^^^ i ^ 

F„. you as for Trading Area. I- 

* J„e-tl-e Louisvdle Rela ^^^^^^^ 

irKe'r-ucUy and I-'-^ ^State co.b. n^'i 
rJb»sines.a.an«Ucve.-t*^^^^ ^^^^ 

" ,„d families living berc^ ,„ 
■ Unvin" Income than 

Effective Buyin„ g^^^^, 

tandicraftin' par.* .,„„n 

you sack Baskett, aiu 

i.ouisvii.i.rs 
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HOWMUCHDOESIT 
COST TO REACH 
RADIO FAMILIES IH 
THE OMAHA AREAT 



round u 



This is a new SPONSOR department, featuring capsuled 
reports of broadcast advertising significance culled from 
all segments of the industry. Contributions are welcomed. 




Sttyyestutn I'lutm the ladles: rebroadeast top shows 



on 



W0W:7 

62 Cents! 



PER 1000 FAMILIES 



Station B: 



81 Cents! 

PER 1000 FAMILIES 

Station C: 

89 Cents! 

PER 1000 FAMILIES 

Based on the new BMB Study No. 2, 
and published current rates for daytime, 
cross-the-board, advertisers. 

AND WHAT'S MORE 

This WOW cost is 9% 
less than it was in 1946! 



Write, wire or phone NOW for choice 
availabilities. 



Top-flight programs should he trari- 
?cril)('d and rehroadrasi for the hcnefit 
of lluise listeners whoNe missed them. 

This suggestion and others were 
made in a report by the Radio Listen- 
ers' Committee. San Francisco branch, 
\merican Association of L'ni\ersity 
\\ Omen. The women know what lhe\ 
like and dislike and advertisers can 
glean some interesting facts from their 
report, IVe Air Our I iews — Coiniiienls, 
Suggestions, ami a Selected List oj the 
Best Programs in Radio. 

The connnitlee connnents further on 
its radio transcription idea. "We 
should like all stations to rebroadeast 
transcriptions of good programs. Week- 
end programs as well as good pro- 
grams in the same time slot as another 
good j)rogram arc often missed." 

The committee made this sj)ecial 



MTVIt breaks ffi-ound 
Sor new studios 

Television in the South took another 
stride forward when WTVR, Rich- 
mond, the Soulh's first TV station, 
broke ground recently for their new 
T\' studios. Station owner Wilbur M. 
Havens sajs that the new facilities will 
be ready for fall programing. 




WTVR owner breaks ground for TV studios 



note on super salesman Arthur God- 
frey : "A great relief from the usual 
. . . (but) is not included in the rec- 
ommended list because he is so busv 
selling that it is rather like luning-in 
to the corner grocery store." Godfre\ 's 
general popularity and sales effective- 
ness ("The Great Godfrey" SPONSOR 
r> June) indicate. ho\ve\er. that this 
point of \ iew is at\pical. Clubw omen 
frccjuenlly exhibit excess finnickiness 
about the commercial side of radio. 

Copies of the yVssociation booklet 
may be obtained for 10c apiece from 
Mrs. Waher C. Fell. 133.5 \\'ashington 
Street. San Francisco 9. 



Social Seciirittf pat/s off 
iioic . . . for .s'}ioii.s-or»' 

Lucky Social Security Numbers, one 
of the most no\ el of recent gi\ ea\vay 
developments, has gi\en bonanza re- 
turns to advertisers and stations alike. 
It functions as an audience builder and 
has thus directlv influenced sales ef- 
fectiveness of stations using it. 

To win, listeners need do nothing — 
except listen. Fvery hour during sta- 
tion breaks, an announcer reads off a 
Social Securit\ number known to have 
been issued in the station area. Hold- 
er of the number need only identify 
himself to win §100. 

T\pica] of the program's success is 
the WT)MI). Baltimore, stor\ . Since 
the given\\a\ started. WUMD's Hooper 
share of audience has tripled and spon- 
sors report an astonishing increase in 
mail order results . . . .534 piano 
courses sold in one mouth; 224 leads 
for N'acunm cleaner sales in a short 
lime (20 a week before the i)rogram 
started I : 2.360 harmonica courses 
sold in one month. 

The agenc) fee; for the giveaway 
(Azrael Advertising in Baltimore orig- 
inated it) is based on population of 
the market and the nnnd)er of pro- 
"rauis sold l)\ the station. 



WOW 

OMAHA 

OwnM* wiJ Op«nif«r #f 

WOW-TV and 
KODY, NORTH PIATTE 

Jahn y. Gniln, Jr., Prfli, t G«t1 Mgr. 
llair C«nipiinr t John Hair T-V 

■•pWWMlffVH 
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Cireus bandwufjon increttsvs 
KTVtj spot bnsitu'ss 

A hanclwagoii [)aiiite(l in circus style 
carried radio showmanship to 110 cx- 
liibitors recently al a fair in Tulsa. 

leaden with tape recorders, sound 
equijinient and entertainers, the K I LL 
handuagon appeared at the 1950 Tul- 
sa Home Show before people repre- 
senting all phases of the home bulhl- 




Gaily pointed bandwagon stars at Tulsa Show 



ing iiiduslry. This paid off in a deluge 
of s|)ot business. 

Promotion-wise exhibitors wanted 
their sales messages lied-in with the 
bandwagon and KTl L obliged with 
personalized service. An entertaimnenl 
staff \isited each booth — \ ia the band- 
wagon — taping interviews, music and 
spot commercials for delayed broad- 
cast, usually on regular KTLL partici- 
pating programs. 



Copper comptiny sponsot's 
KSij fciriii service shotv 

Kcimecott Copper Company's recent 
sponsorship (since the beginning of the 
year) of 77(15 Busiiiess of Farming 
marks part of a new trend in radio ad- 
vertising: the increase in sponsored 
public service programs. 

Broadcast over KSL, Salt Lake City, 
the program has established goodwill 
among Kennecott's ein|)loyees and has 
built up the company's prestige among 
farmers and other residents of Utah. 

The program dramatizes farm prob- 
lems and their solutions; gives author- 
itative information on farm and live- 
stock 'problems; presents on-the-spot 
broadcasts from stock shows. It in- 
cludes farm news, market quotations, 
weather reports by direct wire, and in- 
terviews with agricultural authorities. 

The program has received two na- 
tional awards. And this year, after it 
had been sponsored oidy two months. 
This Business of Farming won a first 
place award in the aimual Salt Lake 
City Advertising Club contest in Feb- 
ruary. 



Broadcasts from the stage included 
regular shows such as the KILL 7a/- 
ent Parade: The Friday Serenade; and 
the Bandwagon Jamboree. From now 
on the KTLL bandwagon will be a 
regular feature. 

Kriel'lfi . . . 

Transit radio, vertical variety, is 

what ele\ator riders in C/rand KapicU 

\ational Bank Building are getting 

these da\s. WOOD, located in the 

building, airs Just Plain Bill. Linda's 

First Love and other program fare to 

elevator passengers. 

« * « 

The Bepublic of Ecuador recently 
presented a citation to W'KAT, Miami 
Beach, and its owner. Colonel A. Frank 
Katzenline. The award recognizes 
WKAT's extraordinary efforts in get- 
ting supplies sent to the j)eople of 
Ecuador immediately after a disastrous 

earthquake in 1949. 

« «■ * 

WIIP, Ilarrisburg. and the Chevro- 
let dealers of Central Pennsylvania 
combined in a public service elTort to 
bring the recent l*enns\ Ivania primary 
election to listeners. Election coverage 
started at 10 p.m., one hour after the 
polls closed. Returns for Harrisbnrg 

were on the air complete at 10:30 [).ni. 
* * « 

WTOP, W ashington, D. C. has tied 
in proniotionally with Ringling Broth- 
ers & Barimm & Baile\ Circus for the 
second year. WTOP s late-night come- 
dian Gene Klavan transcribed an- 




Clrcus and WTOP blend their promotion effort 



nouncements plugging his show and 
the circus dates, this in return for 
"gag" pictures of Klavan and toj) cir- 
cus clowns. 

* * 

The kids of \orth Carolina, and 
their parents as well, are being treated 
to a reading of the funnies over 
WXAO, Balcigh. not once but seven 
limes a week. Ihe program, Funny 
Taper Time, is aired weekdays and 
Saturday at o:05 a.m. and Sundays at 
8:30 a.m. 



Aiisuor.s Apoiioy Queries 

Re<'ent national j)ublicily 
accorded the new Pacific 
Begional Network lias resulted in nu- 
merous inquiries from <id\ ertisers and 
agencies seeking additional details. 
Here are some of the most representa- 
ti\e questions and their answers from 
Cliff (/ill, general manager, and Ted 
MacAIurrav, sales manager, of PB,\: 

Q. W hat arc the main advantages 
PR\ offers culvcrtisers? 

A. The Pacific Begional Xelwork 
offers spot (lexibdity. local sales impact 
and the .most comi'LETE. intensive 
COVEUAGE of the greate?t number of 
California markets through 15 local 
stations ... as inan\ as the other four 
networks comlnned! 

Q. Why does PliiX use so many sta- 
tions instead of a few 50,000-t< rt/Zeri .-^ 

A. The advertisers' products are 
SOLD in LOCAL markets 1)\ LOCAL deal- 
ers to LOCAL consumers. It follows 
that the most effective way to sell to 
the consumer is tlirougli bis own LOCAL 
station. In other words, through where- 
to-buy-it rut-ins on its local afliliates, 
Plv.N j)ro\ ides "polnt-of-i'I uchase" 
co\ erage. 

Q. My client has distribution in only 
24 markets in California. Must we buy 
the entire list of PR.\ stations, or do 
you have a "basic'' group that we must 
buy and a "supplementary" group that 
is optional, the same as other networks? 

A. You buy PBN stations only in 
the markets in which vou want COV- 
ERAGE. Yoii can buy separate cover- 
age of either iXorlbern or Southern 
California in groups of as few as four 
stations. In other words, PRX offers 

spot FLEXIBILITY. 

Q. Our agency handles large nation- 
al accounts presently advertising on 
one of the four major networks, but we 
realize the need for supplementary cov- 
erage in, some of the California mar- 
kets that network does not adequately 
cover. Can we buy this supplementary 
coverage through. PRN? 

\. PBX will TAILOR additional cov- 
erage to !-uil your sponsor's need. 

Q. What are the advantages of PRi\ 
over spot radio? 

A. Convenience in buying: a time- 
saving single billing: use of a single, 
easy-to-proniote, easy-to-control pro- 
gram without the expense of transcrip- 
tion culling and handling: and. most 
important, a substantial saving on time 
costs when any group of four or more 
stations is purchased. 

Additional requests for specific in- 
formation on PRN should be addressed 
to: Pacific Regional Network. 6540 
Sunset Boulevard. Hollywood 28. Calif. 
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BEAl TV J^ALO.X 



TRAVEL GOODIE 



SPONSOIJ: Dam-ll AGENCY: Dirfct 

CAPSI LE CASE lllSTOIiV: Tuo .',.,mnute announce- 

ments are used (525 per announcement ) per week on 
Television Charm School. The anonuncement is integrat- 
ed into the show iiith the beauty salon owner showing 
how to groom hair, sponsor offered to give a bottle oj 
shampoo to the first 23 women calling. The first an- 
nouncement drew ,>6 phone calls; the second -IS. .Is u 
direct result oj those til phone calls. )0 appointments jor 
permanent naves irere made. 

KD\I.-T\, Salt Lakr City 1M{(H;HAM: T(levi>ioii Charm Sdiool 



SI'ONSOK: KambiT-^ AGENCY': Direct 

CAPSULE CASE HISTORY: /„ „ one-minute live 

commercial {cost: $40). Kamhier's Travel Goods offered 
(I one dollar package of cosmetics to each person irho 
called the store between 7 and 8 p.m. The telephone 
number was given only once at 7 p.m. By 8 p.m.. two 
operators had received 175 calls and 38 calls were re- 
ceived the next morning from people irho couldn't get 
through the night before, kainher reported that no other 
media had caused as much response as his TJ spot. 

N\KY-T\. OklalioDia City PHOGK WI: Spot 




XWVKLTII'S 



SPO.N.'-'OK: Air-Toy Company ACiENCY: Kax-Sawyer 

C\PSl LE CA^E HISTORY: 7/(15 company offered a 

neir type oj novelty calletl the "'flying saucer'' kite. A 
one-minute live participating spot uas purchased on Coa\- 
bov TlirilL*. a halj-hour program slanted jor younger 
viewers. As a result oj this one announcement, the Air 
Toy Company received 325 orders at one dollar each: 
programing cast uas $100. 



SPONSOR: Lok'I'ite Safe A(;ENCY: Direct 

CAPSILE CASE HISTOIiY: /„ an effort to promote 

distribution oj their sajes, the company purchased What s 
on Vour Mind jor $100 per program. The program dem- 
onstrates jeats oj mentalism. One oj the highlights is the 
unusual commercial the contents oj an envelope secured 
in a Lok-Tite suje are read. The day ajter one program. 
175 saje.s had been ordered, seven people were waiting to 
purchase sujes. 10 dealers asked to handle them, la every 
case, individuals reported they saw the sajes on video. 

KPL\, '<an Eranri>-<o I'ROGKAM: WliatV on Your Mind 



KTLA. Hollywood 



PROGRAM: Cowhov Thrill? 



AI»l»LIAAtK^» 



SPONSOR: Sunset Appliance AGENCl : Donahue & Coe 

CAPSI LE CASE HISTORY: Sunset started with the 

sponsorship oj the Rovers hockey games at a cost oj 
about $2,000 jor each event . An average oj 30 phone 
calls was received during the first program and, in the 
first week, about 50 persons came into the store as a 
direct re.sult oj the T1' program. Purchases averaged 
$350 per person, weekly take $17,500. Sun.'iet has bought 
three more programs since, estimate 50' '( oj all TJ sets 
sold in their stores are attributable to their video use. 



\M'L\, New York 



PROGRAM: Sport* Events 



Flits 



i:Li:rTi(i 1 1 i:i> ki i < ii i< \§ 



SPONSOR: Corlies Furs AGENCY: Ed Shapiro 

CAPSl LE CASK HISTORY: /„ Tiie .M<.(lei Speaks. 

store icindow dummies come to lije and describe their 
costumes and accessories. Tor the commercial, models 
near store merchandise and sales can be traced to spe- 
cific showings. A $3,200 mink coat was sold to a cus- 
tomer who said she first saw the coat on the program. 
The weekly participation costs the client $120. Thus, this 
one sale alone contrasts imfiresstvely with their program 
expenditure. 

WFll.-TV, Phila.l.-lpliia rRO(;RA\I: The Mo.lrl Speak'^ 



Sl'ONSOU: Na-h-Kelvlnaior AGENCY: Direct 

CAPSl'LE CASE HISTORY: In a local advertising 

campaign, the sponsor spent $31,000 in all jorms oj ad- 
vertising. About $3,000 uas allocated to WGN-Tl'. Keb 
tinutor officials attributed more traceable results to video 
than to all other media. They say they sold more com- 
plete electric kitchen units jor the $3,000 spent in TJ' 
than they did jor the remaining $28,000 spent in other 
ad media. They have increa.sed their Tf expenditure six 
times. 

\\(;\.T\. ChicafTo PH0(;RAM: Chicago Cooks 

With Barbara Harkley 




rowing 




The WDEL-TV audience 
in the rich 

Wilmington, Delaivare market 

In twelve months of teleeasting, WDEL-TV, 
Delaware's only television station, has been phe- 
nomenally siieeessfiil in building a loyal, responsive 
aiidienee. This amazing aeeeptance, together with 
the tremejidous wealth of this market— fifth in per 
capita income — make WDEL-TV one of the nation's 
top television buys. In the first year of telecasting, set 
sales in its area have jumped more than 700%.' Have 
risen from only 4,867 in May 1949 to 36,532 June 1, 
1950. Advertisers can depend upon a continuance of the 
prosperity of this market and upon an e\er-growing 
audience because of NBC network shows, skillful local 
programming and clear pictures. If you're in TV, don't 
overlook the imiqiie profit |)ossibilitics of \^'DEL-TV. 

Represented by 

ROnERT MEEKER ASSOCIATES 



Chicago San Francisco 



A Steinman Station 



New York 



Los Ang«les 



WDEL-TV 

CHANNEL 7 
Wilmington • Delaware 
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Maybe you have a penchant 
for figures — like our Little 
Detective. If so, you probably 
lean to the modern type, too. 
Like the figure the census 
takers came up with the other 
day when they proved that 
Greater Miami's population has 
nearly doubled in ten years. 

Here's the census bureau's fabulous 
figure for Greater Miami in 1950 — 

And growing with Greater 
Miami, Station WGBS has 
doubled its share of audience 
in just two years — is now the 
established leader in a field of 
twelve stations, morning, 
afternoon and night. 
If you like figures, see the 
Hooper measurements for 
WGBS — not only FIRST in 
Miami but FIRST by the widest 
margin in history! 

Sell the new 1950 Greater M iami 
with the new 1950 leader! 

50.000 WATTS 




(Continued from page 2) 

Christian Science Monitor readies 
study of TV's effect on kids 

Christ^ian Science Moni t or has joined swelling ranks 
of newspapers giving editorial attention to effect 
of television on lives of younger children. But 
M onitor has gone a step further and commissioned all 
its correspondents in television cities to make 
careful inquiry into TV's impact — present and poten- 
tial — on children. Robert Levi^is Shayon , producer- 
director-w^riter vi^ho has been responsible for a 
number of radio's more valuable and constructive 
programs (last with CBS), will w^rite the story. 

Ronson to launch campaign 
for butane gas lighters 

Local success of butane gas cigarette lighters, 
which originated in France, is starting a fire under 
leading U.S. lighter makers. Ronson , sponsor of 
"Twenty Questions," (on WOR) will launch a campaign 
for its new butane model next month. Brown & 
Bigelow, Stratford Pen Co. butane lighters are 
already on sale. 

TV talent fees 
are rising steadily 

Increasing numbers of TV sponsors and boom in TV set 
sales have been steadily pushing up talent fees. 
During the last year, according to Wallace A. Ross 
of Ross Reports on television programing, talent 
costs have risen approximately 5 to 15% in various 
categories. Right nov! , unions are concentrating on 
standardizing w^orking conditions and payments ; top 
creative people and performers often do better by 
negotiating through an agent. Current level of fees 
will continue w^ithout much revision till end of 
freeze. 

Summer straw in wind: 
WRFD May billings up 

WRFD, Worthington, Ohio, may be a summer straw in 
wfind. Station reports expected business slump never 
came in May; billings were up 24% over previous May. 
Manager Fred Palmer says climb is due to increasing 
appreciation of rural dollar by sponsors. 

British West Indies 

gets first commercial station 

British West Indies will get first commercial radio 
station this summer. Pan American Broadcasting Com- 
pany, station reps, say several international ad- 
vertisers have already booked time. Station is 
called Radio Jamaica; K. T. Murray is manager. 



SPONSOR: 



N A $ N y I L L I 



TV 



Oil The Air 

September, 1950 

WSM cclcl)ralcs its 25tli Anniversary hy l)ringing 
television to the Central South 



SCHEDULE, WSM-TV 



SEPTEMBEIi, 1950 . . . On the air 



OCTOBER, 1950 . . . Network T\ 



r 



through microwave 
r e 1 a f r o ni 



Lo 



lus vil 1 e 
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look over Robert Hall in 1939, also 
operates 33 manufacturing plants in 
the V. ?.. Canada, and South America. 
Robert Hall is the needle-sharp tip of 
thi? vertical operation. ( U.M.&M. s net 
income for 1918 wa.- 822,000,000. on 
a total gross of $256,000,000. 1 

The pipe rack theory of merchandis- 
ing got its first important apjjlieation 
in 19.39. when Louis EUcnborg, who is 
still president of the firm, o])ened his 
first loft store in Walerhury. Conn. 
The conipau) was then known as Case 
Clothes. Robert Hall was plucked out 
of thm air. literally. An important fac- 
tor in the clioice of a new name for 
the firm w■a^ eujihony — Robert Hall 
registers well o\er the air, and is ca5\ 
to f a\ . 

The Big Four who were in at the 
birth of Robert Hall are still running 
the show. The quartet iiulude'i Ellen- 
berg and Saw (Ion; Harold Rosner, e\- 
ecuti\i" vice president and general mer- 
chandise manager, and Achilles Suv- 
ker. treasurer. Sawdon, as an adman, 
is the big v\licel when a final decision 
is to be made on when and where a 
new store will be opened. A potential 
location is never approxed In Robert 
Hall unless ."^awdoii feels that a store 
in that bx-ation could be advertised 
successfullv. 

Sawdon s decisions and those of llie 
rest of the quartet on choice of new lo- 



50,000-watt WBT is the biggest sing 

—Because WBT reaches tJie most people fa total of 577,880 radio families every week*) 
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ROBERT HALL 

{Continued from page 23 I 

of the town 
Look smart, get \ our <uninierliine 
dress 

(iet it for less, gel it at Robert Hall " 
The basic jingle is b)llowed b} one 

t)f several sets of related dialogue. 

transcribed on the same disk, flere'.- 

one of them: 

l«t W'oimin: Marge . . . \out hus- 
band savs \ou're the smartest, best- 
dre^scd w ife in tow n. \\ hat'= \ our 

SLt I Cl ^ 

2nd Woman: It's no secret. 1 ju^t 
go a little wa\ out of the high rent 
district . . . sho|D from plain pipe 
racks and presto! Hcccuse of the 
Robert Hall Ion overhead I can AF- 
FOPvD a whole WARDROBE full of 
beautiful dresses. 

Annouruer: Ladies, these bciiuti- 
ful dresses cost just $3.89 to S8.99 
and you have \our pick of all the 
favorite summer fabrics, stxles. and 
colors! Tliex re waiting for \ on at 
Robert Hall. Open 9 t,, 9. 
Robert Hall makes a j)<)inl of using 
to]i announcing talent in its tran.scribed 
commercials, and has employed l!ud 
Collver. \\ arren Sweeney, and other 
network perb)rmers. One memorable 
Robert Hall disk, plugging the West 
Coast openings la.st year, was cut 1)\ 



Bop Hojie as a favor for a friend in the 
Hall organization "This is Rob 'Pick- 
'em-ofT-lhe-pipe-racks Hope, Robert 
Hope for Robert Hall. ' and more in 
the same \ein. 

■■Saturation" is not a word taken 
lightly In Robert Hall. The commer- 
cial quoted and others like it are aired 
at an a\ erage of 15 times a da\ , se\ en 
days a week. b\ most stations on the 
Robert Hall list. This adds up to more 
than 13.000 indi\idual commercials 
each week, taking the station list at 
its low -water mark of 130. 

Despite tlie great variety of Roliert 
Hall c(Hnmeicials. none of them stra\s 
far from the low-o\ erhead-j)lain-pipe 
rack theme at the core of all company 
ad\ ertisiiig. Such a theme jiro\ ides 
endless opportunities for gi\ing the 
cop\ an air of ininiediac\. One Rob- 
ert Hall commercial, for exaiii|)le, 
stepjied nimbi) from low o\erhead to 
the high cost of living. Recalling that 
back in 1940 eggs were 27c a dozen 
and turkey 27c a pound, the eomiiier- 
cial declared that Robert Hall has 
■'turned back the clork" to those good 
old days in its present-day clothing 
prices — S29.95 for suits, .?22.95 for 
overcoats. 

Ht)w can Rt)bert Hall sell at such 
pi ices? Its gargantuan j)arent. I nited 
Merchants Manufacturers, is a big 
part of the answer. I . -M. M., which 
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cations ave not the result of "feol," but 
of painstaking research. Oiil\ cities of 
at least 100,000 population are consid- 
ered. Local economic conditions, the 
cniploynieiit supply, and the coinpeti- 
ti\e outlook, are scouted carefully. 

Once a decision has been made and 
the new store erected h\ Kohcrt Hall's 
construction division, the opening cere- 
mony is planned as nieticuloush as a 
Hollywood premiere. Two or three 
weeks before the great day, local sta- 
tions selected by Jerry Hess — begin a 
'"super-saturation" transcribed com- 
mercial campaign. This is tied in with 
full-page spreads in local newspapers. 
The actual openings are always attend- 
ed by a delegation of city ofTrciais. 
from the ma} or down. Local radio 
performers are usually on hand for tie- 
in promotions and special in-store 
broadcasts. For about a month after 
each Robert Hall opening, local radio 
promotion is sustained at an extraordi- 
narih high pitch, and then levels of! a 
bit to a steady, 52-w'eek teiii|)o. 

The Robert Hall advertising dollar 
is split about e\enly between spot ra- 
dio and ne\vspapers--roughly I'^f of 
the annual dollar sales volume is spent 
for both media. There is a possibility, 
liowe\er. that radio will edge out news- 
papers this fall. Despite the eyen split, 
surve\s have shown Robert Hall that 
radio has been pulling about 61% of 



their customers. 

L p to now, the firm has used news- 
papers to "pin-point" specific items, 
and radio for broad general co\erage 
and to hammer away at the name Koh- 
crt Hall. While the company never 
holds '"sales," they have found news- 
papers efTecti\e media for ""attention- 
getter" ads, featuring a specific suit 
or topcoat or dress. One of the big 
rpicstions being weighed by the firm's 
admen, in re-evaluating their radio 
plans for fall, is whether this "pin- 
point" a|iproach can be used success- 
fully in their air advertising. As for 
television, the company has been test- 
ing the medium with an eye to the da\ 
w hen \ ideo audiences lia\ e reached the 
long-pants stage. 

How will Robert Hall know when 
that day has arri\ etl? I]\ appl\ ing to 
rV the same basic rpicstion that cued 
the firm's entry into radio more than 
10 years ago: "What medium will per- 
mit us to reach tlie greatest number of 
people at the lowest cost'r" * * * 



PEARS SOAP 

{Continued from page 271 

grown steadily for more than 150 years 
is, after all, a potent selling point. 
True enough, many of the younger 
generation in this country didn't know 



Pears from pineapples but their par- 
ents did, and their grandparents too. 
So Pears wasn't faced with the pros- 
pect of starting from s< ratcli in selling 
Its product in the V. S., hut rather 
with building a link with the past. 

Once it was decided to make the 
sprawling \ew York metropolitan area 
the hub of the Pears campaign, and 
to use da\tiine radio, all that remained 
was to choose a station. W'OR, with 
it*^ penetrating 50-kilowatt clear chan- 
nel signal, got the nod. The Barbara 
Indies Show, aired from 4 to 1:30 
p.m. Monday through I'riday, was 
chosen as the vehicle on the basis of 
at least two excellent reasons: immedi- 
ate association of the product wiUi the 
ready-made audience of an established 
selling personalit). and the attracti\e 
price tag of $350 a week. Another 
obvious advantage to Pears in bu\ ing 
a Barbara Welles participation was the 
fact that her audience was mainly fe- 
male, and women buy soap. 

A saturation campaign of merchan- 
dising and promotion got underway 
before the actual air promotion of 
Pears began on 14 March. A letter 
ch'awri up in conjunction w ith WOR's 
sales and promotion departments, and 
signed by Schieflelin & Co., American 
agents for Pears, went out to all drug 
and department stores in the station's 
seven-state ""Sales Eflecli\e Area" — 



idvertising medium in the Carolinas ! 




JEFFERSON STWDAUn 1JR0.\DC.\STINC COMl'.\NY • 50.000 \V.\TTS • UEPUFSE.NTED BY HAOlO 



try U/DT for size! 

0 SALES V W mm ■ CHARLOTTE. N. C. 



WKNA Reports 



STORM STORE FOR 

CISCO KID'S 
PHOTO! 



Rarely has radio seen such a super-salesman as 
"Cisco Kid"! Within 9 days after the first an- 
nouncement, 1,000 boys and girls brought their 
parents to the Western Clothing Department (on 
Frankenberger's third floor) . . . just to obtain 
"Cisco Kid's" photo. Says WKNA: "No need to 
tell you how pleased our sponsor is!" 

With many special "Cisco Kid" gimmick-promo- 
tions available — from buttons to guns — "Cisco" 
is one of America's hottest traflHc-building pro- 
grams. Write, wire or phone for details. 





LOW PRICED! 

Va-Hour Wesfern Adventure Program . . , 
Available: 1-2-3 times per week. Tron- 
scribed for locol ond regional sponsorship. 




New York, New Jerse\ . Cuiineciicul, 
Penn.*yhania, Delaware, Maryland, 
and Rhode Island. The letter announced 
the return of Pears Soap to the Ameri- 
can market, outlined the elaborate 
WOR campaign plan?, and solicited 
orders for the soap. 

A follow-up letter, written by a 
WOR sales executive, was sent to 150 
major department stores in the same 
area a* a reminder of the ujiconiing 
radio campaign, f'inally on 14 March, 
when the first Pears commercial was 
carried on the Barbara Ifelles Show, 
\\ OR ran a 360-line display ad in the 
Xew York Herald-Tribune, with this 
copy : 

"\^'0R is proud to be chosen as the 
exclusive medium to reintroduce Pears 
Soap to the y\merican public." 

"Today at 4 p.m. WOR's Barbara 
U'elles Show will bring a majority of 
the 36.000.000 people who hear the 
station regularly, the story of Pears 
Soap, a great British product for more 
than 1.50 years. Pears WOR campaign 
is this English firm's first American 



advertising since the 



beginning 



of 



World War 11." 

Once the air camjjaign was under- 
way, WOR's indefatigable Miss \^'elles 
gave the Pears i)romotion an added 
lift by personal appearance? at drug 
and department stores which began to 
stock the product in response to public 
demand. Stores were also supplied 
with photographs of her around which 
to build their Pears counter displays. 

Miss Welles' chatty radio selling 
style has proved to be an admirable 
backdrop for Pears air promotion. 
Her technique is a variation of the in- 
formal "relaxed sell." After fixing the 
important selling points of the product 
clearly in her mind in talks with client 
and agency, she is able to express them 
on the air in her own words with a 
conviction written commercials lack. 

Results began to sprout almost im- 
mediately, and ScliiefFelin began to get 
reorders. By 15 June, nine of the 24 
Xew York department stores stocking 
Pears had reordered at least once. Of 
the 46 wholesalers distributing Pears 
in the Xew York area, 26 had reor- 
dered, some three or four times. 

Orders were also received from 
stores as far south as Raleigh. X. C, 
and a^ far north as Hanover. X. H. 
Individual drug stores closer to WOK's 
prima r^ coverage area were reporting 
sales of as many as a gross and a half 
bars per week. 

Once radio got the ball rolling, art- 



Hora*i fhm Sansatfonal 

LOW-PRICED WESTERN 

That Should Bm On Your ^ofionl 
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THE SHOIi FITS. And the promotion 
fits, too. Here's Jim Martin, WGAR 
newscaster at Thom McAn with a 
WGAR point-of-purchase display 
poster publicizing his daily newscast 
sponsored by Thom McAn Stores. 
\V''GAR believes in promotion. 




RECORDS SOAR ... on 
WGAR's midnight platter 
show, "Morgan's Musical 
Inn". Requests for musical 
numbers pour in to record- 
catching Hal Morgan. One 
record stands at 65 5 tele- 
grams in 70 minutes! Listen- 
ers respond to WGAR . . . 
morning, noon or midnight. 



•tfje SPCfT-ht SPOT BADfO 




A WGAR SPONSOR . . . Mr. Allen C. 
Knowles, President of SouthSide Federal 
Savings & Loan Association. Mr. Knowles 
is also Class A Director of Federal Home 
Loan Bank, Cincinnati, and member of 
Committee on Ethics, National Savings 
& Loan League. South Side Federal has 
been a WGAR advertiser since 1942. 



REAP THE HARVEST 
. . . the rich rural area 
served by WGAR. 
WGAR's "Farm Re- 
port" is now available 
for sponsorship. Dick 
Kathe, WGAR's farm 
director, travels over 
2000 miles every month 
to gather on-the-spot 
interviews, farm news 
and market reports. 
Through WGAR's 
"Farm Report" you 
reach more farmers, 
more quickly, more of- 
ten, tnore economically. 
Aslf iihout it. 



RADIO . . . America's Greatest Advertising Medium 

WGAR Cleveland . . . 50,000 watts ... CBS Represented Nationally by Edward Retry & Company 
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fill puhlicit} efTurts behind tlie scenes 
ga\e added niileajie to the air in\est- 
nient. It tiinicd out that the "selhng 
nostalgia"' idea was not built around a 
delusion of lost grandeur. Once the\ 
V. ere nudged b\ Barbara Welles and 
W OK, people did remember Pears, and 
were welcoming it back like an old 
friend. l-!\en editors, in the consumer 
|>re-is as well as the trade-press, who 
are not an excessively misty-eyed set. 
were generous in allotiiig free space 
to the reliirn of a |>roduct that evoked 
childhood memories for manv a 
reader. 



The o\erw helming success of the 
WOR campaign led directly to a 
widening of the Pears radio promotion 
to in<lude Boston and Philadelphia. 
Initial 13-w'eek campaigns began in 
Boston, over \\ BZ. on 1 May, and over 
KYW. Philadelphia, on 29' May. Re- 
sults had n(jt yet been tabulated at this 
writing. The fall agenda includes 
radio campaigns in Washington. D. C 
Baltimore, and Portland. Ore., with 
other niarkt>ts to be added later. 

In each innv market, the procedure 
worked out for the "|}ilot'" cam|jaign 
o\ er WOK will be du|)Iicated as closely 





Hopelca — a 2lcoun 
ty market* that has 
28% of the state's 
effective buying power and 23% 
of all Kansas families. 
* Audit Bureau of Circulation 



WIBW is the station "listened to 
most" by buyers in the Topeka 
Market* . . . three times more 
listeners than all other Topeka 
stations put together. 

"Kansas Radio Audience 1949 



WIBW's farm mar- 
ket is made up of 
big-buying families 
and in agricultural 
communities In Kansas and ad- 
[oining states.* 
'^Consumer Markets, 1949 

Here again, WIBW is the "most 
listened to" station having ten 
times as many listeners through- 
out Kansas as all other Topeka 
stations combined.* 
* Kansas Radio Audience 1949 



Just one station — ■ WIBW — gives you the hardest hitting selling force in 

both city and farm markets. 



For the CITY Market 
For the FARM Market 

WIBW 



All You Need Is 
WIIIW 



SERVING AND SELLING 

"THE MAGIC CIRCLE" 

WIBW • TOPEKA, KANSAS • WIBW-FM 




as possible. 'I'hat is. the local eain- 
|jaign will be an<diored to a solidh - 
established radio personality with a 
loval audience. 

On the basis of their brief but 
da/zling radio history to date, Pears 
IS inclined to be optimistic about their 
future use of the medium. New York 
is. after all. a tough market to crack 
w ith a '"new " product — even one that s 
1.50 years old- but radio made it look 
like a cinch. -k -k -k 



Rep: CAPPER PUBLICATIONS, Inc. • BEN LUDY. Gen. Mgr. • WIBW • KCKN 



TIPS ON NEWS 

{Continued from page 31) 

just a moment,' whereupon we give the 
full commercial. At the very end of 
the newscast we say, 'We'll have the 
weather forecast in just a moment. 
We read the second commercial, give 
the weather forecast, and then sign off 
the show. 

"On our five-minute newsc-asts. 
w here we use only one commercial, we 
spot it at the end, after a weather-fore- 
cast teaser and just before the forecast 
itself." 

The 10 p.m. news on WBBM. Chi- 
cago, is sponsored by Bond Clothing 
Stores, with Fahey Flynn newscastiiig. 
Each show carries two commercials — 
one direct and one institutional, with 
the two types used alternately as open- 
ers and closers. 

"Generally.'' WBBxM reports, "Fh nn 
tries to lia\e a happy-ty|)e story before 
the final commercial on the theory that 
a person in a pleasant frame of mind 
is more recepti\ e to a sales talk. These 
commercials advertise ever) thing that 
is sold in Bond Stores. This includes 
both men's and women's apparel of all 
kinds, house brands as well as nation- 
ally-known lines. Four stores are men- 
tioned each night. Bond has five Chi- 
cago stores and one in Milwaukee 
which it i^roniotes locallv. 

\\ BBM's report continues, cpioting 
Bond's executive director. Benjamin 
Golden: "We find a news program the 
most effective means of reaching the 
greatest mass market. By its \cry na- 
ture, news ap|)eals to all tastes, ages, 
and sexes. In our business we sell to 
exacllv the same wide audience. Aflei 
nmch consideration and ex|)(>riinenta- 
tion, we found nightly newscasts to be 
the right medium for our ad\ ertising. ' 

In Shre\ei)ort. La., K.WK11 had 
these thoughts on the news picture; 

"We realized w ith the end of the war 
that news could cither droj) down con- 
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sideral)!) or maintain a high consis- 
tency of listening, according to the way 
a station handled it. We also realized 
that in all probability international 
news would be of less importance . . . 
than regional and local news happen- 
ings. We feature name broadcasters, 
some of whom have been with us for 
many years and have built for them- 
selves and the station a reputation we 
are very proud of." 

KNX. the CBS station in Los An- 
geles, sheds more light on the ques- 
tion of what makes the news show a 
profitable investment: 

"In our \ iew. news is a good bu\ 
because it demonstrably can deliver 
more audience to a sponsor ])er dollar i 
invested than any other t\pe of pro- ' 
gram. It's possible to get the audience 
represented by a five or six \ielscn or 
Hooperating with a comparatively 
modest investment in news. \Ian\' 
high-priced \'ariet) shows are unable , 
to do much better with thousands of ' 
dollars imested therein." 

Another Los Angeles station, KM PC, 
emphasizes the increasing public in- 
terest in more local and regional news. 
K.MPC has discovered that, as far as 
newscasts are concerned, the 7 to 9 
a.m. audience is largest, followed l)^ 
early evening, noon, and late evening. 
On the LS-niinute KMPC newscasts, the 
first connnercial follows a reading of 
the headlines, summing up the news to [ 
come. The second commercial is read 
after about eight minutes of news, and 
preceding the local news. 

WCKY, Cineinnati, hypos public in- 
terest in its newscasts with a '"listener's 
tip system,'' such as several metropoli- 
tan newspapers use. WCKY sends a 
dollar to any listener who tips its news 
department on a usable story. 

"Each WCK^ newscast." the station 
reports, "is packaged for a specific au- 
dience. The summaries, at mealtime 
and bedtime, are written from a gen- 
eral news point of view. The shortei i 
mid-morning newscasts are packaged 
in a more feature-like vein, with more 
emphasis on news of interest to house- 
wives. The late-afternoon newscasts 
have a bousrw ife-tcenager slant, and 
so on. . , ." 

■'Straight, unbiased, uncolored news 
presentation, WCKY has found, is the 
basic element of giving the sponsor the 
most for his money. ... An ill-present- 
ed story, colored in any direction, 
would reflect on the integrity of the 
sponsor and damage him. 

"In answer to the question: How 



Indiana's 
First and Only 

SO KW Station 





WIBC offers all of Hoosierland in oue profitable 
package— plus important out-of-state "bonus" cov- 
erage — and at the loivest rates of any 50 KW sta- 
tion in the middle west. 

Within WIBC's 0.5 MV contour live 1,068,166 
radio families* . . . with total buying power of 
$4,985,952,850.00.** 

*1949 BMB 

**1950 Sales Management Survey of Buying Power 

Ask your John Blair 
man aboui valuable 
time, big coverage, 
low rates at. . . 



WIBC s: 

The Friehdly 
Voice of Indiana 
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Best Buy in 
SOUTHERN 
NEW ENGLAND 

WTIC 




... and loyalty is 
one of the reasons 



Of the total weekly 

daytime audience 
listening regularly to 

WTIC 

66.9% listen 
six to seven 
days each week* 

Based on BMB Study No. 2, 
Spring 1949 



PAUL W. MORENCY 
Vice Presidenf-General Manager 

WALTER JOHNSON 
Assistant General Mgr. -Sales Mgr. 

WTIC's 50,000 Watts 

Represented nationally by 
WEED & COMPANY 




crojMiM Arrets ^ ] 

THB PROSPEROUS \ 
S^UTHBRH NEW ILHCVPAU. 

MARItET ^ 




should iit'w.* bi' j)n's('iitt'(l for greatest 
eonimereial eiTeetiveiiesft? W'CKY 
would answer ojlrti, honestly, and in- 
lereslingly .'" 

In Den\er. KG A prefaces all of its 
newscasts thus: "Now (name of an- 
nouncer), with 12 minutes of uninter- 
rupted news." The station ex])lains 
why: '*r>y this simple hut effective lead- 
er, w e ha\ e stabilized onr new s audi- 
ence because the\ know they are going 
to get all their news in one package. 
. . . We seldom use middle connnercials 
and always follow the closing connner- ' 
cial w ith a conij)lete weather snnniiar\ . I 
which is of major interest and impor- 
tance here in the West. 

'■\W build our news shows on only 
one premise: Tell them what's happen- 
ing in the news with first things first. 
In other \vords, we write the new s and 
deliver the news on the basis of what's 
going on in the world and its relative 
importance to Western listeners." 

WLAW. Lawrence, Mass., a(ld> this 
information : 

■'The secret of the success and popu- 
larity of WLAW newscasts is tailoring. 
All programs of this type, and they 
nundjer approximately 12 daily, are 
slanted at local, regional, and national 
significance. Thus, every newscast has 
information in which e\ery segment of 
the station s listening area lias an in- 
terest. 

"Sponsorship of newscasts can be 
almost any line of enterprise: consis- 
tent sponsors of WLAW newscasts in- 
clude transportation companies, sav- 
ings hanks, racing associations, etc. ' 

KCMO. Kansas City. Mo., reports: 

"iMakenp of our newscasts follows a 
general pattern like this: .50 to 75' v 
local and regional news, the rest na- 
tional and internati<innl stories and 
regular features such as weather rc- 
pcjrts. markets. et<'. 

■'Most of our connnercials are in- 
troduced b) a line from the newscaster 
to the Inflect that •I'll be back with tlu- 
weather report after this message from 
(announcer's name),' or some such 
teaser about the story to follow the 
commercial, in an attempt to hold the 
listener." 

.\ convincing argument for the han- 
dling of commercials by the newscast- 
er himself comes from WFIL. Phila- 
delphia. 

"Two of Philadelphia's most firnd) 
established morning newscasts are 
NN'FlL's 7:3(1-7:10 a.m. show, spon- 
sored since March. 1913 by Foster. 
Miller & I'.ierU Hires), and the !1:1.>- 




WINSTON-SALEM, N.C. 

Produces One-Fourth of 
the Manufactured 
Goods of the State 

National Rep: The Walker Co. 




NORTH CAROLINA 



THE LOYAL 
WESTERN MUSIC 
AUDIENCE 

BUYS and 

BUYS and III 

BUYS : ; - 

Make this responsive audience 

YOURS 

with one of these low-cost 

TELEWAYS shows 

• RIDERS OF THE PURPLE SAGE 
156 15-Min. Musical Programs 

• SONS OF THE PIONEERS 

260 15-Min. Musical Programs 

• CHUCKWAGON JAMBOREE 
131 15-Min. Musical Programs 

For Profitable Transcribed Shows It's 

TELEWAYS 

RADIO PRODUCTIONS, INC. 

8949 Sunset Blvd., Hollywood 46, Calif. 
Phone CRestview 67238 — BRadshaw 21447 

Send for free Audition Platter and 

low rates 
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an emergency . . . a store . 

and a TELEVISION STATION ! 



1.\ THE EMERGENCY of AtlaillaV 
rrippliiifr Iraiisil ?tiike, Rich's, 
the Soiilh's lar<:c>t tlcpiirlinciit 
store, used televi.sion . . . with 
WSB/rV^ as the vehicle, for olTer- 
in^ its patrons a service iniicpie 
in niercliaii(hsiiijr. 

This was the lofric: // tlio ciis- 
toniors cannot con\c to tin; store, 
let's take the store to the ciis- 
t<}niers. 

On the eijrhth day the l>iisses 
IukI lain idle in their yards, 
Rich's television shopjiiiif: ser- 
vice began. WSR-TV cameras 



were set up in the store on the 
fourth floor of Kieli's famous 
hrid^e hiiildinjr. Then, initially, 
for three hours daily the store's 
telephone shoppinjr scr\ice was 
intcfrrated with a \ ideo display 
and demonstration of merchan- 
dise. 

This was the idea in it> stark 
simplicity: "If'/io/ icoiihl yon 
like to see? . . . telephone ns . . . 
ivell shoiv it to you . . . loe nil I 
deliver it." 

Rich's store personnel worked 
with WSR-TV staffers to make 
the pro<irain one of the most 
talkcd-of services ever offered hy 
any department store in Amer- 
ica. And sales have more than 
justified the effort. 

Rich's daily telecasts arc hc- 
injr continued over WSR-TV for 
the strike's duration. Alrcadv th<^ 



success of tlic venture is attested 
to. It is a si<rnificant first for 
Rich's and for WSR-TV. 

important to advertisers inter- 
ested in the {:reat Atlanta market 
should he thi^ factor: W licn the 
chips were down . . . when au 
entirely new approach to cus- 
tomer service was needed . . . one 
of Auieriea's really jjreat retail 
cstahlishnieuts ($58,000,000 last 
vearl . . . turned exchisi\ely to 
'WS B-TV th e Eyes o f th e Sonth ! 




ON PEACHTREE STREfT 
^Tl Ai\TA 

Represented by Edw. Petry & Co., Inc. 
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9 a. 111. spot, spoiisoicd .--iiK'O October. 
1942. hy Hardwick and .Mngee Co. 
( rugs and carpets • . 

"Both programs feature straight 
news, no <'Oininent. WTIL announcer- 
newscaster Ho\vard Bro\vn lias han- 
(Ueil both programs for the past si.\ 
years and has buiU up a large per- 
sonal following. . . . liro\vn reads coni- 
inrrcials himself, integrating at bis own 
discretion. He prefers tins method he- 
<-ause "reading of commercials bv the 
newscaster gives opportunity for n 
change of pace without the intrusion 
of another \ oice. it also permits great- 



er flexibility in the overall newscast'." 

Brown also feels, according to 
W FIL. "that < onimercials on news 
should stress description of product 
rather than price because the news au- 
dienc-e is primed for in formation rath- 
er than statistics." 

KLZ, Denver, cites two of its adver- 
tisers wiio have sponsored ne\vscasts 
on the station for 11 consecutive years 

the Fred Davis Furniture Co., in the 
7:45 a.m. spot, and the Cottrell Cloth- 
ing Co.. \vlii(;li sponsors the r> p.m. 
newscast. Other consistent sponsors of 
KLZ (|uarter-liour newscasts sell sport- 



Any Way You Look at It . . 

KltNT is tlie 

LEADER 

ill Des Moiiiesi. 

the center of things in Iowa 



Highest Hooperoted — Biggest Volume of Accounts 
— Highest News Ratings — Most Highest-Roted 
Disc Jockeys — Tops in Promotion Focilitles 



The Hooper Audience Index, March-April, 1950, Shows: 

MORNING KRNT li:is a 9(,.-^c greaKr amli- 

<'iire lliaii llio i\<>. 2 station. 

.AF-TERXOON KKNT lias a l9.G^c greater aii.li- 

cnce tlian tli<- \<>. 2 station. 

EVENING KRiXT is 1.0 p<-r<-<-ntag<- points be- 
low l!ie No. I st.'itioii. 

SI NDAV AITEHNOON k!{NT lia> a ll..>^J^ greater aii.li- 

eiiee than tlie No. 2 >tatioii. 

S.Vn RIM^ DAVrniE KRNT has a 26.19c greater aii.li- 

eiiee lliiiii tlie NO. 2 station. 
rOTAI. RA PED TIME I'ERIODS... KRNT lia> a 11.9 greater peroeiit- 

ag<- lliaii llie INo. 2 station. 



Those are Facts Advertisers Know when 
they buy KRNT . . . the Station that can 
say: "Any Time is Good Time on KRNT" 




DRS MOINES— THE HECISTEIl AND TRIilTNE STATION 
HErfttSENTEO bT THI KATZ AGEMCY 



The station with the fabulous persanalitics and the astronomical Hoopers 



ing goods, jewelry, drugs, groceries, 
meats, lumber, and banking services. 

5uch individual station listings could 
be extended ahiiost indefiniteK for 
page after j)age. But their essence can 
l)e expressed in two sentences: what- 
ever the product or the size oj the ad- 
vertising budget, the news show is still 
''old reliable." A little forethought and 
planning can make it the work-horse 
of any ad\ ertiser s media stable. * * * 



TV FILMS 

{Continued from page 33) 

executive, is keenly aware of the dif- 
ference in atmosphere between a movie 
theatre and a TV set in the living 
room. Moods are easier t(^ create in 
a dark theatre with a large screen and 
no outside interruptions. Long musi- 
cal interludes and artistic photography 
don't go over on T\ , so they can be 
cut without loss. 

[Please turn to page 56) 



ROGRAMMING . . . 



G 



that cleverly complements national 
shows. Ask about THE DAYBREAKER 
. . . FAVORITE FIVE. 



ARTICIPATIONS . . . 

tops In town for response. Ask about 
LUCKY 7. BEST BY REQUEST. 



well known, well liked lofal names 
. . . plus Mutual's array of stars. 




Iersonalities 

nown. 
plus 



PACK 

ER 



FOR ADVERTISERS ON 



5000 

WATTS 




IN ROCHESTER, N. Y. 

Represented Notionolly by 
WEED & COMPANY 
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Only a 
combination 
of stations 
can cover 
Georgia's 
first three 
markets 




O OFFERS 
SERS 

LOW COST: 

• Concentrated 
coverage 

• Merchandising 
assistance 

• Listener loyalty 
built by local 
programming 

• Dealer 
loyalties 

— in Georgia's 
first three 
markets 



Represented, individually and as a group, by 



•jp 1^ |g 1^ Y g 1^ ^ Y I 1^ ^ ^^'^ ' Chicago • San Francisco • Dallas 



Atlanta • Detroit • Kansas City • Los Angeles 
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I 

I 

I 

ask Henry Clochessy 

llcieV what (]()iii[)t()irs head tiiiiohuN cr told SPONSOR: "The .siiiuinei- lull 
a myth" ^ Thi> >iinnner morf figuring and -ueating will he going on along 
Madison \\enue and Michigan l}(iid(>\ard than ever before. A'-k any timebiiyer. 
^ And SPOiXSOH"- 1th fall fact.^ I>?ue (out of 17 July) will he the buyer's 
standby because it i)ro\ ides accurate. u])-to-the-iuinute briefing on spot, network. 
transeripti()M>. preuiiuui?, te]evi>ion, nierebandising, program cost> and preferences. 
They'll u>e it- — and how! fl The direct route to the tiniebuyer this >inmuer is via 
the FALL FACTS T>sue. Enter your reservation today. W rite Norm Knight, 
SI'ONSOH. 510 xMadison Avenue, New York 22. 

Here's what some other tiuiebuyers told us . . . 
Joseph li^utz r«. 

"L nlorluiialelv my vacation doesn't last all suininer so 
what's so (lifTereut about July and August? " 

Hetii Hi^\ck, Director oj Media 

Ted ISutes 

"I "11 he very l)us\ huxiug 1 \' s|)ol.s and icaliguiiig my 
radio s|)ot because of adjuslineiils wc lia\c to make due 
to lelevisiou. 

GK.NEvniVi: Sm »eht. Timehuyer 



Letiueu «& .^litchvll 



"No hiatus for iiie. Til be sweating over the same desk 
as usual. " 

Sid Hertzkl. Timebuyer 



yivCft II II -Kr i vk so it 

■'T\ time clearances will occuj)y consicleiahle time j)ar' 
ticularl) in sinjile station markets- -a continuin;^ com- 
parison ot radio and T\ co>ts and <hare of audience." 

Bob Rkischlk. TiniebuYer 



at he's doing in July 



Stuutte Jones 



■■\'acation even in New Jerse) would look like heaven. 
Unfortunately the summer is the busiest time of the year 
for timebuyers." 

Reggie Sciieubel. Radio Director 



X. W. Af/ev 

'■] don't see any Aacation for me this summer. In fact, 
i ll settle for a short walk on the green terrace outside 
m\ office." 

Charles; M. Wilds. Chief Timebuyer 



Ellittffiott Adveriisittff 



'"Summertime is planning-time. 1 here s too much in- 
\olved to wait until the fall to start checking availabilities. 
Everything has to be ready to roll far in advance.'" 

fI\L James. Radio & TJ' Director 



Cuttnnssfhftiii A. U'(i!.v/i 

■■Radio and TV involve such long term commitments that 
planning ob\iouslv must be done well in advance. Sum- 
mer is realK the hot time- -it is then that 19.51 will l)e 
buttoned up." 

\EWiVi\.\ McEvoY. }Je({ia Director & J .P. 



Kuihvftuff A f{ 1/(1 II 

"This looks like our busiest summer due to television 
plans on which we are working. We all realize that tele- 
\ ision takes much more time and effort. W^ith our normal 
radio duties plus our tele\ision plans. I'm glad I've 
already had my vacation."' 

Tom Slater. Vice President 
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The slutriest ilistmice beiwet'ii huifev mid seller 



Look't What We Won! 




# Proudly, WTTS accepts the Sigma 
Delta Chi award for distinguished service 
in American Radio Journalism. 

The national award was won with Indiana 
University's SCHOOL OF THE SKY NEWS 
PROGRAM— "IT'S YOUR WORLD." The prize 
winning show is carried live on WTTS and 
later rebroadcast over 17 other stations in 
Indiana, Illinois and Kentucky. 

In making the award, Sigma Delta Chi said: 
"The judges commend the series of educational 
programs slanted to students of the 
grammar-school level, for its public service, 
originality and the value to an estimated 
listening audience of over 200,000 listeners." 



THE 



WTTS 



Represented Nalianally by 
WIUIAM G. RAMBEAU CO. 

New York, Chicogo, 
Los Angeles, Son Francisco 



SARKES TARZIAN STAT 



WTTV 



ONS 



Represented Natianally by 
BARNARD and THOMPSON, ln(. 
299 Madison Avenue 
New York City 



BLOOMINGTON 
INDIANA 



W hile the editing is being done 
(Mindy Rrown. WOR-TV. spend? eiglit 
to 10 hours on an Italian film), spots 
ran he picked for eoinniercials. f"ol- 
lowing radio custom, commercitds are 
fitted in e\-ery 15 minutes. Time of tlie 
exact break depends on the film's story 
line. In foreign movie*, which ?-eem 
to attract a more intelligent audience. 
Mindy Brown looks for a quiet point 
when nothing much is lia])])cning. 
C/rant Theis, film director for W'CP>S- 
1 \ . favors s|)licing in conunercials ju?t 
after a fadeout indicating the passage 
of time. On Westerns, the clifT-hanger 
t\pe of break is most common. Just 
before the hero's runaway wagon dis- 
ap])ears o\er the clifT, a cut is made 
for the advertising message. Since 
adults (bm t get ^o personally in\ol\ed 
in \\'c>tern~ as in grade .\ dramas, it - 
safe to break in at a high |>oint. 

I he unhappy ex])erience of Double- 
day & Co.. book publishers, illustrates 
b.ow critical placement of the commer. 
cial can be. Doubleday ran 13 weeks 
of grade A Hriti-h films on W'lMX's 
Premiere Theatre. After cleaning up 
on a >•] art book, sales on other books 
went down and com|)laints flooded in. 

lluber lloge. \ew York advertising 
firm handling the account, tells what 
ha|)|)ened: ''WV tried ev ery thing. First 
we used two-and-a-half minute spot an- 
nouncements, then fi\e-minute spots 
with li\e personalities. We shifted the 
middle conunercial toward the begin- 
ning, tow ard the end. every w here. And 
the editing was carefully done too. Fiut 
it didn t seem to matter whether we 
sjiliced the conunercial in at a high 
point or a low one: the phone com- 
|)laints poured in." 

The agency cant figure out why 
\icwer irritation was so great, but 
guesses that the people attracted to 
grade A Hritish films arc too "high 
rla?s. " They see a |)ara!lel between 
this film series and their nmsic |)ro- 
gram on \\T^)\1{. Music station listen- 
ers are also critical at times of adver- 
tising me??agcs ( «ee "Is liectho\ en 
conunercial?" j^I'onsok. 5 June 1950|. 

Often its not where yon |)Ut the 



TV ADVERTISING 
FILM FOR LOW 
BUDGET ACCOUNTS 



1339 S. Wabash Ave, Chicago 5, III. 
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DE SABATA 






JUNE IS 



ormanoy i ^ 



JUIY 23 



Pierre 






UGUSl 



MONTEUX 






AUCUSt 13 





ROMBERG / f 

^/^ AUGUST 17 



7 



UNITED STATES STEEL HOUR 




umme/i/ 



Rajael 

KUBEUK 



NBC SYMPHONY ORCHESTRA 



With such aistinguishea soioisis as: 

MERRtlL, TRAUBEL, CONLEY 




SUNDAY EVENINGS 8:30p« 
NBC NETWORK 

Every Sunday, June 11 through Sept. 3 



GEORGE HICKS Speaking for U.S. Steel 
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( oinnicn ial. but how ^ou jit't lo it tliat 
iiuikei' tlio difference. Easiest and 
< lieappst \\a\ to get from fdni to coni- 
UKVcial is to stop the fdni and flash a 
-lide. with the announcer gi\ing the 
sfdling pitch. Hardest and most e\]]en- 
>i\e wax is to put in a special 1\ made 
fdm < ommer( ial < oni})lete w ith tiansi- 
tion>. llii> i> done most skillfully in 
halfdiour fdnis tailov-made for T\' like 
'//*(' Lone Ranger, Cisco KiiL and Fire- 
side Theatre. Hetween the two extremes 
are a wide range of techni(|ues for 
painless s(dling. 

Ilolh irood Playhouse on \\ PTZ, 
Philadelphia, uses a si\-for-one adver- 
tising plan which gives each of its four 



sponsors a one-niinutc spot and in ad- 
dition, a mention with slide at the oth- 
er sponsor s spots. 

\ few regular film program* inte- 
grate live and fdni portions. W BKB. 
Chicago. deseril>es the Dean's Wran- 
glers Club, a kid Western: 'Mt has a 
live opening featuring a cowbox who 
spins yarns of the old West, tells In- 
dian and Western folklore and then 
leads into a segmented fdm. To make 
the show more effective, transitions 
from live to film are carefullv planned 
to give the audience a 'you are there" 
effect. ^latched dissolves, audio cross- 
fades, and one-camera techni(jue have 
done this so well tliat this program 



SOUTHWEST VIRGINIA'S QiOHW^ RADIO STATION 



1949 BMB 



Day— 110,590 families in 36 counties 
Night— ZSf^ZO families in 31 counties 

3 to 7 days weekly: 

1)07—90,320 families 
iVigAf— 66,230 families 



(Retail sales in the area 
are over $600 million yearly) 



Get the entire story from 
FREE & PETERS 



CSS • SOOO WATTS - 9b0 KC 

O'^ntd apii Opttattd by thr 
TIMES-WORLD CORPORATION 

ROANOKE, VA. 



FREE & FETERS. INC Nationot Ftprestntotiy^s 



now shares to]) rating with an all-live, 
top network show on another station." 

There are other programs which 
Mend live commercials with film, but 
almost e\er\ national advertiser uses 
<me-minute films to sell his product. 
The Lone Ranger, a weekly half-hour 
Western shot especially for General 
Mills by Apex Film Co.. w raps up stor\ 
and commercial in a planned package. 
Ihe film opens with the General ^lills 
flag filling the tube, quickly dissoKes 
into a waving field of grain (a com- 
pany trademark I . Then, immediatelv 
following a Lone Ranger title strip, 
the masked man gallops up a canyon 
toward tlie camera and Silver rears 
back on his hind legs for a closeup. 
Back to the waxing grain fiehl, while 
the announcer sa\s: "Before we go 
ahead with tonight s adventure, an im- 
portant message.'' A one-minute com- 
mercial for Cheerios follows. The sto- 
ry then begins as we return to the 
Lone fianger. who wheels around on 
Silver and races away from the camera 
to meet Tonto. 

After about 12 minutes, there is a 
pause just before the storv climax. 
Again the grain field and announcer. 
The Risquick connnercial is tben fol- 
lowed by the rest of that night's tale. 
Final message concerns Betty Crocker 
Cake Mixes. Commercials are switched 
around from first to middle to last 
position, with a dozen different ones 
for Risquick and Hetty Crocker and 
nine for Cheerios. 

Procter and Gand)le follow a similar 
design in their Fireside Theatre. Its 
format is based on the theatre, uses 
shots of a real curtain going up and 
down to se])arate the tailor-made film 
story from advertising. P & G rotates 
Crisco. Ivory, and l)uz film commer- 
cials through oi)ening, middle, and 
closing positions. Six different films 
for each })roduct ensure variety, 
j The 33 different commercials filmed 
for General Mills and the IB done for 
Procter and Gandde cost plenty. Rut 
they're worth the cost, if onl\ because 
exery selling message appears exactly 
the same in \ashville or New York. 
It's a standard, packaged unit whose 
effectiveness remains constant. 

Straight-forward, one-minute films 
cost between SLOOO and $3,000 each, 
depending on who does the job. As in 
I any other business, you get what ) ou 
pay for. Herc^ are some of the varia- 
I hies that affect <-onnnercial film costs: 
' 1. Quantitx of films made at the 
same time. I nit cost goes down 
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with quantity production. 

2. Complexity of sot used. 

3. Nuiiihor and type of actor>s. 

4. Amount of rehearsal time. 

5. Type of recording, \oicc over 
is much cheaper than direct lip 
synchronization. 

6. Fihiiing on location or on studio 
sound stage. 

.Naturally, the simpler a fdm the less 
it will cost. Stop-motion conimercials 
cost from S5,000 to S7,500. Partial 
animation runs from S2,.i00 to S3,.')0() 
each and fnll animation S3, 500 to 
S7.000. 

These prices put fdm conimercials 
out of most sponsors' reach. Their sell- 
ing will have to be done with slides 
or live. But. regardless of whnl medi- 
um i.s used to put n\er the advertising 
message, wring the maximum out of 
Hollywood's celluloid goldmine by 
careful programing, editing, and tran- 
sitions. It makes the difference be- 
tween good and terrific. ★ * * 



TIMEBUYINC 

[Continued from page 29) 

tion might so dominate its home city 
that it could be an economical buy for 
a product without much rural sale. 

If a good timehuyer recommends 
such a buy. it means he has considered 
the station s characteristics and weigh- 
ed them against the sponsor's objec- 
tive and overall sales picture. He might 
not make the same reconuneiidation 
six weeks later. Usually several factors 
go into such a decision. When ele- 
ments like programs, program compe- 
tition, competitive advertising shift, 
then timebuying strategy mav have to 
be changed. 

A timehuyer iimst be constantly 
aware of changes in the situation that 
demand re-evaluation of stations and 
availabilities. Market data of all kinds 
goes into his bottondess hopper of 
facts. 

Not e\er\ person or home is a pros- 
pect for his client's product: so know- 
nig certain economic characteristics of 
an area is important. What are the 
li\ing habits of people in the area 
under consideration? If the city is a 
manufacturing center, when are peak 
loads carried by public conveyances, 
by the electric < oiiipaiiy, by the gas 
company? What are factorv working 
hours? Who's at home and available 
for listening? 

What are '"white collar" working 



TOPEKA 




A Metropolitan 
1^^'^^* NOW 



WREN 




"FIRST ALL DAY" 

ABC 

5000 WATTS 



WEED & CO. NATIONAL REPRESENTATIVES 



what does your market 

mean to 
market-hungry 
advertisers? 



r 



700 pages of data cover- 
ing every slate, courtly, 
and city of 5,000 and 
over populatiort, y ^ 

Give them the facts in 
the 1950-1951 Edition of 
SRDS CONSUMER 
MARKETS. 

All agencies handling national a(l\erti-ing 
and all major national advertisers will re- 
ceive copies of tltis most comprehensive, 
complete and authoritative compilation of 
up-to-dale con-nmcr market data. 
Here i- an exceptional opportunity to 
present yorir specific market coverage and 
audience story to people who are sclect- 



SRDS Consumer Markets... 
the Market Data Book of a 
thousand uses. ..presents 
more than 350.000 market 
facts...a practical marketing 



department ii 



in one volume 





ing market- and media lor many iinllion 
dollars worth of a(i\erti~ing. 
Final dosing is July 15. W rite todav for 
the I6 page folder,' "How SRDS COA- 
5/ MEK \I.4KKETS opens the way to 
more national atliertising." Or ask your 
SRDS re/iresentatiie for complete infor- 
mation. 

A Section of Standard Rate & Data Service 
Walter E. Botthof, Publisher 

933 North Michigan Avenue, Chicago 1, iO' 
felew Yorl< • lq» Angeles 
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He Sinks Into an Easy Chair 
While Furniture Sales Climb 

Siltiiif: down on the jol) isn"! liis way of l)iiil(]ing sales 
for ;i sponsor. I>nt a man lia? to relax sonielimc and 
it's a lot easier when yon know yoiiNc done a good jol). 
Take the case of the (Ireenxille I'lirniture Co.. in Green- 
ville. Texas. In a letter to KG\ L, l\1r. J. L. Spradling sa\s: 

"W (• opened our doors about the time you went on the 
air and almost innnediatcdy hegan sj)onsorship of 
Fnlton Lewis. Jr.. and have hail Inm c\er sinre. W'e 
feel that he has had a lot to do with tlie success of onr 
store. We haxc rerummc^nded liim to mau\ of onr 
friends in tin* furniture l)nsin(\ss in other cities. Many 
of tlieni hax'o reported tlu're uasn t a chanc(! to get him, 
as tluM-e was a waiting list.'" 

I lie I'ulton Lewis, Jr.. program, while enrrently spon- 
sored i>n more than .'^OO stations where waiting lists may 
exist, prc-euts opportunities for sponsorshi]) in otlier 
M15S localities. Since there are more than 500 M15S sta- 
tions. man\ local adxertisers may still take adxanlage of 
the read) -made audience, the network prestige, and the 
low cost of this news co-op. (.heck vour local Mutual 
outlet or the ( j)-opei ati\ e Program l)e|)artment. Mutual 
Broadcasting System, 1110 Broadway, .\\C lc> (or 
Trihnuc Tower. Chicago II). 



liouis'.'' What* the axerage faniih in- 
come? What are best sale davs? 

>ur\e\s h\ \ arious governmental 
units. b\ stations, by independent re- 
search organizations, reports in busi- 
ness and trade papers are leading 
sources for market information. 

\\ ith client objertixes clearly out- 
lined, market data in hand, current 
availabilities on the line -al this point 
logi<'al calcidation should take o\cr 
and deliver the best possible axailabil- 
ities. 

Hul no. 

Here s an important retailer who 
lias ideas of his own on what station 
and time to use. it may not fit the 
pattern the timebuyer is working out 
lo buy the most-of-the-best-for-the-least. 
hilt the sponsor ma\ figure it easier to 
give in to retailer pressure than try to 
explain the reasoning back of the time- 
bnxer'.- rondicting ihoice. 

MereV a co-operati\ e campaign. The 
dealers are spending some of their 
own money and are going to ha\e a 
say about the station that gets it. But 
arbitrary selection of stations and time 
without regard for an o\ erall pattern 
can monkey-wrench a neatly balanced 
lineup and add another twitch lo a 
limebuyer's nervous system. Of course, 
it's the sponsor's game. But most 
tlniebuyers get a twinge at the sight 
t)f wasted money for whatex'er re^nson. 
\ on might <'all it an occupational re- 
a<'tion. 

Accounts arc sometimes split by re- 
tail di.stricts. each of which has an ad- 
\ertising budget. Choice of stations 
lo get the most listeners for the best 
price can't be arbitrarih' fitted lo dis- 
tri( t borders -radio signals just won"t 
belune that way. 

.''ome districts ha\e sales problems 
that ie(]iiire (jiiite difTerent radio cam- 
paigns from those of neighboring dis- 
tricts. 

Such \ ariables and there are many 
others do nothing to simplify timc- 
buving calculations. 

Before the war it was possible for 
an experienced liin(d)u\er to ha\e a 
great de^d of personal knowledge about 
the operations of a majoril\- of the 
900-odd standard stations. Aow. with 
iiearh 3.000 AM. I'M. and TV sta- 
tions on the air. timebmers at agen- 
cies with actixe radio and T\ accounts 
ha\e forgotten what it feels like to go 
home after an eight-lu)ur stint. 

''Telex ision is the Jek\ll-ll\de of 
tiiiK^ 1)U\ ing. snorted one hara.-seil 
tim(d)U\ er. 
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The 
Book 
□f 

The Year 



COMPLIMENTARY 
TO ALL SUBSCRIBERS 
of 

RADID DAILY 

One Year Subscription 
(260 Issues) $10.00 



Send in this 



Coupon 



Today 



TO 



1501 BROADWAY 
NEW YORK 18, N. Y. 



19 JUNE 1950 



Send me the 1950 RADIO ANNUAL (1280 pages) and 
the next 260 issues of Radio Daily (full year's subscrip- 
tion). 

U. S. and Canada, $10 per year. Foreign, $15 per 
year. California Special Service Subscription $15 
per year. 

NAME 

TITLE 

COMPANY 

STREET ADDRESS 

CITY AND STATE 
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^ALUUIASSEC 

5000 Watts — Day and Night 



llie coiilor of 



Capitalan 



1 



Sclliii^i 



12 

Georgia Counties 

and 

11 

Florida Counties 

*Ask your John Blair 
man to tell you the full 
story on Capitaiand and 
North Florida's most 
powerful radio voice — 
WTAL! 

Southeastern Rep. 
Harry E. Cummings 
Jacksonville, Fla. 



/ 



WTAL 



{ TALLAHASSEE 

• John H. Phipps, Owner 
L. Herschel Graves, Gen'l Mgr. 

I FLORIDA GROUP 

' Columbia 
Broadcasting 
System 



"Rl\ er\ b()d\ . lior (■(>-\\ orker from 
tlip next office cut in. "wants in for 
little or notliing. but i?ii't quite *ure 
it"s the tiling to do right now ; hut the\ 
innst get their feet wet." 

"And in television," the first tinie- 
huyer took the ball again, '^ve must 
be even more familiar with program- 
ing, talent, production costs, camera 
work, rehearsal charges, and man\ 
other details which become major 
problems if o\ erlooked. ' 

In radio, the four big networks can 
be a great help to tiniebu)ers in clear- 
ing time with their affiliated stations. 
L5ut multiple affiliations make it im- 
possible in T\ . \ot that the networks 
don't try their best — it s just too com- 
plicated. 

Where timehiivers used to see one 
station rep the\ now often see two. be- 
cause most sales operations are split. 
A 100' J increase in salesman traffic 
takes a big slice out of a day's work. 

Nor can rates be counted on to re- 
main unchanged eveu while a sponsor 
is making up his mind on availabilities 
submitted for bis okay. Rate changes 
in TV, of course, are always up. 

Even so. if what radio is doing and 
what television is doing could lie neat- 
h compartmented before making deci- 
sions about either, life \\'ould be rela- 
tively simple. 

But a timebuver can't do a good job 
without knowing something about 
^\hat TV is doing to radio listening in 
the sponsor's markets. The answer to 
this one isn't the same from week to 
week, nor do the changes affect all ra- 
dio stations equallv. 

With such ra|)id chang<>s adding to 
the normal complexities of timel)U\ing. 
one may he tempted to wonder just 
how "scientific" a timebuyer's recom- 
mendations nia\ lie. Hut such a (pies- 
tioii would be unfair. 

With the available facts at his dis- 
posal, the timebuyer's application of 
them is more of an "art," than a sci- 
ence. Good timebu\ers tend to get 
more from their data than it presents 
on the surface, somewhat as a good 
musician does from the score before 
him. Facts \\ithout the "feel" for 
lliem don't lead lo superior timebux- 
ing. 

\ex ertlieless. w ith audience. co\er- 
age, program, market, and oIIkm- acces- 
sible information at hand, uo coiiscieu- 
tituis tiniebuv<'r need evcv get coni- 
pletelv o(T the track. Hut it's a full- 
time job. One Midwestern timel)U\er 
put it this wa\ : "When da\ is done 




GROWING 

GROWING 

GROWN 



MORNING PERIOD" 



PLUS... 

a 14.8 Over-all Audience 
Increase Since 1949 

ANOTHER BONUS 
FOR ADVERTISERS... 

Special merchandising 
department for extra 
promotion of sales. 

•January, February, 1950 Hooper 



WABB 



AM 5,000 Watts 
FM 50,000 Watts 



ABC and MUTUAL 

OWNED AND OPERATED BY 
THE MOBILE PRESS REGISTER 

NATIONALLY REPRESENTED BY 
THE BRANHAM COMPANY 



Letters to recall 

when you buy time 

in the Los Angeles Morket 

1^ eeps 



L 
I 



i St en in g 



n 



Affiliate of the 
Liberty Broadcasting System 

In Los Angeles you heor Major 
League Baseball first on KALI 
For data on other firsts ask 

KALI 425 E. Green St. 
Pasadena 1, California 
RYan 1-7149 SYcamore 6-5327 

Call Rport scntativp Sclirpp Reiner Company. 
II W. 42 btrcd. Ut* York — Bry.int 9-5221 
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and \\cekeiuls come, \\o still wend our 
weary way home not oidy to listen l(» 
radio, but look al television as well, 
because we are the fount of all 'wis- 
dom' and information.'' 

"But, ' added this linicbu)cr'5 Chi- 
cago counter])art. ''wc wouldii t change 
the activity of it all for love or money: 
and that's what we do it for- -love, not 



nione\' 



★ ★ * 



WHAT PULLS 'EM IN? 

iCoiiliiiued from page 25) 

A trained interviewer began ques- 
tioning jiurchascrs of the book on 
Monday. 8 yVpril, and continued 
through closing of the store on Wed- 
nesday, 5 Ajiril. She introduced her- 
self to customers by saying that the 
store's advertising department wa-^ 
making a check on the effectiveness of 
its advertising. 

First question was general: "How 
did yon learn about our special offer? ' 
The customer was given time to make 
a \ oluntar)' comment. Thirty-four ])er- 
sons (45'^ ) said radio announcement: 
seven jjersons (9^f I said newspaper 
ad; seven persons said both: and twen- 
ty-eight f37',{ I said something else 
brought theui in. The ''something else 
consisted of wimJow displays, sales- 
man solicitation, direct mail, ''friend 
told me," "just shopping." 

The customer's word alone was not 
considered conclusive. Follow-up ques- 
tions were asked to pin down some 
distinctive feature of the ad or an- 
nouncement which the customer could 
remember. This helped establish 
whether the customer had actually seen 
(jr heard the advertisement, as his first 
answer indicated. 

Interesting customer remarks re>ult- 
ed from the question: "In your opin- 
ion, do ) ou think we get better results 
from newspaper advertising or radio 
advertising?" 

Some of the comments: 

"I listen a lot. You catch interest b\ 
voice inflection. Paper ads are lost if 
small. Onl\ half-pages and larger at- 
tract." 

"More people listen to radio than 
take paper. I never see ad orders I'm 
looking for something like a new chair 
or sofa." 

"Radio better if presented right. Pa- 
per is flat. Radio interesting and strik- 
ing. Build up with fanfare and niusie. 
Can't help but listen." 

"Don't have time to read. With ra- 




mm mm 



CINCINNATI, OHIO 




pulse 



WCPO-TV continues FIRST 
in EVERY TIME classification 
every month since going on 
the air- July, 1949 




rcprctcntcd 
by 

bRanham company 



Affiliated >llli (he 
CINCINNATI POST 



CHANNEL 7 CINCINNATI, OHIO 



additional information 
for buyers of time 



Says one agency Vice-President: "When I'm consider- 
ing any (spot) advertising, I always read the listings and 
advertising in Standard Kale & Data for the markets I'm 
interested in. 

"When I go to client conferences, I take Standard 
Kale with me. It's not unusual for a client to bring up 
a question about this or that station. I can always turn 
to Standard Rale and, if there's a good ad that gives me 
a clear picture of the facility, I can give the client good 
answers." 

Many other buyers of spot time tell us they find the 
station Service-Ads in SRDS making their job of decid- 
ing which stations easier — Service-Ads like KXYZ's il- 
lustrated here. 

Note to Station Managers: Are you giving buyers of spot 
time the sort of facts that help them buy? The "Spot 
Radio Promotion Handbook" covers this subject in de- 
tail. Copies available from us at ^I. 



Every uioiilh an average 
of 150 Serviee-Ads run 
ill SRDS Radio Section. 




Am 

OF 

'dlGROCfRIBll 




vorlh of ^rocrriri 
>rx • I»f «/ f r«rrr. 
Ut. Iiul Dtal't thf 
■meiinl mucuae^ in ikr 
k^l/ iradc Ifrrilarr <l<<r- 

S.R D5. (tltmaie fiiur^ 
Did tUU $n jour tl'irt 
of iki* buimcMt 

AUDIENCE VALUE* 
a HAH lAUS- 

|l^>.)t>.000 00 

\ |107,7SVOO0OO 
HOMf FUlNltHIHGS— 

AtlTOMOnVI lAUS- 
»>7*.414.000 00 
I KAtOWAIf VAUS- 

« »ir>.*i*.(Mooo 

DltlO SAUS- 
. 14A.US.000 00 
\ *StO^. 1»4*E&tiMATI 

IXTKA rUNCH- 
T* Ip aritrrlitrra |tn 
mar* ftr thWr mir MUa. 

L llmf pr*ii]olt«n iWpvrl- 
I mral 1« nork In ew^prtm 
lion Kilh fi'iall m«r<hani* 
•net rvmirxl k \^ Z** 3SII.- 
t 79A r*iii« f aMltl^ t» ba* 



STANDARD RATE 4 DATA SERVICE, Inc. 

T(i» Nattonat Authoriiy Sarving th» Mmdia Buying Funct/OB 
WoU»r't; Bofthof, Pu'blUher 
|3} NqlTH. MICrfittft^N AytNUt, CHICAGO «, lUINOIS • NtW rO«K • lOS 



ANOEIES 
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(lio when il'.- on \uii get Id liear atl^ 
with the re-t.'' 

"Lifftcti al! tla\ to itulio. so don t 
haM' time lo read paper?.' 

lu]iialh positive ^tateinenli were 
made in fa\or of ne\\sj)aper5: hut there 
were fewer iiewspajier fans— and the\ 
honght less nierehandi>e. 

\fter a-^king tlie (jiiestions de-crihcd 
al'o\e. tlie inter\iewer reeorded tlie 
cnstonier > pureliases. In athlition to 
nione\ spent on the test item, // orhls 
in Collision, the total amount spent on 
other item.s in the store was reeordeil. 
It wa? felt that lhe>e other sales eould 
rightfully he attributed to initial pur- 
<diase of the hook. 



Adding up the dollars .~pent hy eu?- 
toniers who bought the book, researeh- 
ers found: radio listeners spent CA' ( 
of them; newspaper readers I'c: both 
radio and new spaper 16' < and f>thers 
16'?. Part of radios superiority in 
actual sales dollars spent is explained 
by the fact that more radio listeners ac- 
tually bought after coming in. Of the 
newspaper readers who eame into the 
store to see the book, oidy 5~^'c ac- 
tually bought. By contrast. 79T of the 
radio listeners who came in also 
bought the book. 

Joseph Ward, AKBl research ana- 
lyst, certifies the objectivity of all of 
the 16 tests made so far. His notarized 




WBNS Central Oho wet 



WBNS 

PLUS WELD-FM 



The effecliveness of spot rodio on WBNS 
plus WEID FM hios been profltobly proven 
again and ogoin by advertisers. 187,980 
WBNS fomilics in central Ohio have ihe 
money to buy and ihey DO BUY when they 
hear your soles message on ihis stotion. 

ASK JOHN BLAIR 



POWER 5000 0-1000 N • CBS • COLUMBUS, OHIO 



statement accompany ing a report of 
the J. K. Gill Company survey reads: 

^•THIS IS TO CERTIFY that the 
test of newspaper and radio advertis- 
ing described and re|)orted herein has 
been conducted by me under condi- 
tions representing the highest stand- 
ards of professional ethics; that nei- 
ther niy point of view nor that of an\- 
jterson employed by me in this test 
has been biased either in favor of or 
against any person, retail outlet or ad- 
vertising medium; that 1 have exam- 
ined the newspaper advertising in the 
Portland Oregonian on the dates de- 
scribed and have examined the official 
radio log of Station KXL, and the sam- 
ples of the advertising announcements, 
and declare the advertising to be as 
stated herein; and that all aspects of 
the test are in accordance with the facts 
as herein presented, to the best of my 
knowledge and belief. 

••ATTESTED this 26th day of April. 
1950. at the city of Seattle, in the 
County of King, in the State of Wash- 
ington." 

Joseph B. \V.\rd 
Registered Professional Engineer 

A wide variet\' of commodities have 
been tested in the 16 pilot surveys. 
Here are skeleton outlines of several: 

Dresses and coats were used in one 
test, with S151 spent on radio and the 
same in a newspaper. Radio pulled 
2r..l'^ of the traffic, sold S^S'^c of 
the total dollar vahie. The newspaper 
pulled lV,.Q'/c of trafTic. sold 18.0^^ of 
dollar value. 

Croeeries and meats were used in a 
test, with about $170 spent each on 
radio and newspaper. Radio pulled 
23.5'; of the traffic, and sold 25.3'^ 
of the money spent. The newspaper 
pulled 1 1.5' r of the traffic, accounted 
for 16.6'f of dollar purchases. 

Housewares, appliances and radios 
were used in a test, with about $75 
spent on each for radio and newspaper 
space. Radio brought in 25.9^o of 
the i)eoplc and was responsible for 
19.rr of the monc} spent. The news- 
pajier l)roiight in 3 1.5'r of the cus- 
touKMV and was responsible for 34.8^; 
of the dollar volume. 

Bugs were used by a furniture stove 
in one test. About SIO was spent on 
each medium. Of the ])eo])le who came 
in. 50. 0\ heard the a(hertising on ra- 
dio; tlic\ aci'ounted ft)r 7-1.7' < of to- 
tal sale- value. Ncwspajjcr readers 
comprised 1.5' r' of the people brought 
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To SELL the PEOPLE Who Buy 
The MOST in the fr)f]fn 




POPULATION 

Over 4 Million 
RETAIL SALES 
Over 2 Billion 





WLWIKk 



'.ooowATTs OMAlAl^llliis 




The Happy Kitchen, one of the 
Midwest's oldest and best liked 
women's programs, is conducted 
by Nancy Goode. 

This 9:15 
a. m. week-day 
feature has 
been on the air 
for almost 15 
years. The pro- 
gram is deftly 
handled by 
Nancy Goode, 
homemaker, 
mother and 
active clubwoman. Her recipes, 
food and household hints are of 
great interest to KMBC-KFRM 
listeners. Her April mail averaged 
more than 250 letters a week! 

Fleischmann's Yeast and K. C. 
Power & Light are current spon- 
sors,but additional participations 
are now available! 

Contact us, or any Free & Peters 
"Colonel" for details! 




Nancy Goode 




of Kansas City ' 

s 








for Rural Kartsas j 



in; tlie\ sjjoiit 9.9'^ c of llic iiioiic). 

VA Crane\, owner of the \L st;ition* 
and \ ieo-l*resident of \lvBl. points 
out another intereslin<; \R1>I finihng: 
"In the major jjortion of the tests, ra- 
dio literally left the newspajjers at the 
post in de\eloping store traflic from 
out of town areas. Most rural custom- 
ers intcr\ iewe(l said they dejjended al- 
most entirel) on radio for news and 
bargains, since newsjiajjers usually 
reached them a da\ late." 

Adverti>ing Ueseareh Bureau is us- 
ing pilot tests like the ones above to 
e()M\iuee retailers thai here is a new 
rcscaveh teehiiiijue which gi\es adver- 
tisers what the\ need most: a jjoint-of- 
s;de measure of pulling jjower. I'lans 
call for a gradual exjiansion of the 
ser\ ice from jjresent test areas in Cali- 
fornia. Colorado, and I tab to markets 
further east. 

Advertisers will certainly follow 
ARBI's progress across the country 
with interest. The Bureau is attempt- 
ing to prove objectively what broad- 
casters ha\'e long been in.-isting: that 
radio pulls 'em in, but good. -A^ -A^ -A^ 



MR. SPONSOR ASKS 

[Conlinued jroin pajic 37 j 

In order to select stations which will 
gi\e the ad\ertiser maximum \ alue for 
his expenditure, it is necessary to ana- 
l\ze all the data available and data 
from all sources. Sales Management 
figures on poi)ulation. retail sales, and 
food and drug sales are very helj)ful; 
sl'0^soR's articles on industr) j)rob- 
lems and the Broadcasting magazine 
market analyse^ are also important 
timebuying tools. Of course, informa- 
tion basic for timebu\ing includes fig- 
ures which indicate the number and 
distribution of radio families and T\'^ 
sets: the number of listeners or view- 
ers jjer set: listening and \iewing hab- 
its: and audience composition. ( In- 
cidental!), the jiublication of stations' 
program logs in Radioliine saves 
countless hours in timebuying deiiart- 
nients. I 

IIowe\er, because man\' statistics, 
particnlarlv those concerning Y\ , are 
obsolete before they are published, a 
timebu\er must weigh nuin\' things 
which can be learned only through con- 
tinuous jiersonal contact with stalious 
and their reprcsentati\es. It is neees- 
sar\ to be continualh aware of changes 
in program formats, both local and 



C^Lurllij Legind 



til 



at noine 

Let's spend our Marshall Plan 
money building this country so 
strong and financially sound 
that other nations will of their 
own volition demand republican 
forms of government rather 
than seek security through com- 
munism. 

Let's lead the world by example, not 
by bribery or force. 




MISSOULA 



ANACONDA 
BUTTE 
250 KW 



MONTANA « 

if \Or OSE, IWT SEVE.y major lyUVSTRlES 




A (iiiide Post He.st'arcli 
stiuly of IMttslmrgli listening 
after I 1 [>.ni. verifies v\liat 
we liave always said about 
KQ\ *s late niglit program- 
ming. This snrvey plaees 
lierkley Smith's News at 1 1 
on top, and "3Iiisie for Head- 
ing" at 1 I : 1 .5 a close second. 
ViVII he happy to give yon 
the details as will our naticni- 
al reps.. Weed «S: Co. 



KQV 

Pillshiir$>li, Pa. 

MBS — 5,000 Watts — 1410 
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NBC NETWORK 
CHANNEL 4 

Soli Lal<f! City. Uta>i 



NnriaiAl tC|i#ci*Dlaiivi: John Blnir i Co 




I iielwork, and (jf all the acti\ilie.- which 
may affect a statioirs staiidinc; in the 
coiiiiminity. a> well as changes in trans- 
mission facilities which may influence 
co\erage patterns. 

Timebu\ers need more factual in- 
formation about markets and stations. 
Ihere can never he too man\' accurate 
yardsticks when it is a question of se- 
lecting stations which w ill deliver max- j 
imum response for the minimum ex- 
penditure. 

Maky 1)i\\lavf:y 
Tiiiichuyer 

Harry B. Cohen Ailverlisiiifi 
Co., Inc. 
Xeir York 




510 MADISON 

{Conliiined jrorn page 7 I 

ATTENTION: STATION REPS ' 

One of our clients is considering the 
purchase of one-minute spots from 
those television stations located in or 
near his retail sales outlets. Since we 
have had no j)re\ ions experience buy- 
ing television time, we should very 
much aj)preciate your help in furnish- 
ing us with rate cards (if you haj)pen 
to have them I or general information 
regarding television stations in or near 
the following cities: 



Akron, O. 
f:le\ eland 
liiidgcpoit, 

(!onn, 
l-.ast Hartford 
Watcrhnrv 
Louies illc, Ky. 
Reading, Pa. 
(irand Rapids 
lolmstown, I'a, 
(ancinnati 
Detroit 

Charlotte, X.C, 



Kingston, I'a, 
Alltntown, I'a, 
( anidcn, N. J. 
Albany, N. Y. 
I'ittsburRli 
Rochester, 

N. Y. 
W or( ester 
.Atlanta 
I'ort AVayiic 
Qiiinc y 
Syracuse 
lialtimotc, Md. 



Washington, 

1). C. 
Providence 
Indianapolis 
Somer\iilc, 

Ma-s. 
\oiingstown 
Mint, Mich, 
liinghainton, 

N, Y. 
Davtoii 
Rufralo 



If this request for information is too 
much of an im])Oftition I and we realize 
how well it might be 1 . please furnish 
us with the names and addie.~j.es of 
the representatives of these various 
stations or some other source from 
which we can get this inforiiuition. 

1 .AWKKNCIr: KoSSMA.N 

Ldivrenre Kos.sinun Adverlising 
Palcrson, Aeu Jersey 

• SI'ONSOK *.ii::<;i'vts ;dl iiil«'rr><l«-«l t,t.ilioiiH 

;iilfl ri'prrseiilaln <*(»iiI;h-1 |1i«' Ko?.^iiinil n^i'iiry. 



POLITICS ON THE AIR 

.spOiNsoF? keeps producing articles of 
outstanding interest that have been far 
loo lightly co\('red in readily available 
material. ^ Unr "How to sell a candi- 
date'' and A our editorial on " I lie AX- 



PA fought back" in your 22 May issue 
have been read with great interest. 

W'e would appreciate receiving 10 
• opies (if they are still available) of 
"Radio Is Getting Bigger. ' You are 
doing a great job for radio. 

FItGE.NE I). Hill 

General & Commercial Manager 

WORZ 

Orlando. Florida 



CLAD TO HELP 

This station is now undertaking a 
program which can deri\'e a great deal 
of help and impetus through your in- 
formation and advit:e. 

As a former director of research at 
a Boston advertising agency. I have 
come, in some measure, to lean upon 
generous suggestions given by trade 
media, and hope that this request meets 
with the same results as have those in 
the past. 

Our first step is the organization of 
a talk to be given to local business 
men's groujjs and other interested or- 
ganizations. Any material that you 



BMI 

Scripts About Music 

h'v tli( ~iic(essfiil ~i)on«or who 
logelhor his projirainmiii!; 
of li^leiiahlc music a fresh, 
liridil ami liiiich coniiiienlary. 



\ti(l hlm(lIe(l^ of alerl proprani 
pindiin r- f'vorvwheri- are ca^li- 
III? in on H.Ml's "~rnpt- al)oiit 
Mum.-." 

liMl's Coiiliiuiily Dcparlmenl 
~(r\<-v )t~ Ixjdio and ^^ h't-en- 
^.■e.- willi a rejiular ^nics of 
(hMUKlne, efTerlive propram 
vCI)pl^ calliii}: for recorded 
inii^ic. 

-ish your Station Rfi)n-!>cnt(itivc 
inr iiirthcr tictnils reganluig 

According to the Record 

THE INSIDE STORY 
SPOTLIGHT ON A STAR 



BfiOADCAST MUSIC, INC. 

580 FIFTH AVE., NEW YORK 19 

NEW YOKK > CWCAOO • HOUYWOOP 
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ha\e on hand which might provide suh- 
ject matter, or any references to out- 
sifle !<oiirces would he greatly appre- 
ciated. 

Equally as important arc sugges- 
tions that you might make as to pro- 
cedures that other radio stations, both 
small and large, have employed suc- 
cessfully to accomplish this, if same 
have conic to your attention. 

Anything that might make our task 
a little less conijilex will be welcome, 
providing that you can help without 
putting yourself to any great trouble. 

Many thanks for your kind coopera- 
tion and consideration, and for past 
favors. 

Leo\ \ud Mykrs 
Soles Repn'sentative 
ll'LYN 

Lynn, Massacliiiselts 

• "U;i<lio U flvttiujz Uifz^vr,'* a li*ifik. 

r*ini]iil<*<l by SPONSOK, (Iffiiirs radio's prcsciil- 

«la> iiiipart. Vvailal»le snnii lu ni'w rriii'wa] 
MiloerUirr-* fm". $I.<>I> lo iitliiTs, 



CLOTHING'- 




DEPARTMENT STORE TV 

I am asking for some assistance 
from \ ou because television informa- 
tion is a little difTKult to get up here 
in Canada at the present time. 

We would like to have a list of de- 
partment stores in the United States 
who are using tele\ isicm at the present 
time as well a> the following informa- 
tion, if possible : 

1) What t)pe of program they arc 
using, i.e.: si)ot>, co-op programs, or 
their own programs. 

21 An estimate of cost of the--e pro- 
grams. 

3) Uesuit.'*. 

4) The type of merchandise which 
sells best on T\ . 

F>) The comparison between the use 
of neW'Spapers and T\ for de|)artment 
stores. 

The above we a|j|)reciate is (|uitc an 
order but as one of our clients is re- 
(juesting this information, we would 
like to obtain as much of it as |)ossible. 

Dot GLAS ^1.\1<SI1.\LL 

Account E.xecutive 
J. J. Gibbons Ltd. 
Toronto, Ontario 

• A major arttcli* on 4lctiarliii4-iit «liirc 'r\' is 
now in prnprPSS au<I « iU lu; pn li 1 shortly. 



AD BUDGETS TABLES 

Within the last year. I remember 
seeing a table showing the |iercentage 
relationship of ad\ertising a|)|jro|)ria- 
lions to gross sales of ap|)roximately 
l.S or 20 of the pnmipal ad\ertisers. 

Did you print such a table and if .so 
in what issue did it apjiear? 
KoY B. Dill 
Coordinator 

Advertising & Sales Promotion 
Socony-l acuuu} Oil Company 
St. Louis 

• Kra<I<'r nill i- dir<-i-li*rl lo "'Are ail liiiil^4-ts 
hill ■ noncli pnlilisliril 10 Orloln r 14 19. 



THE FORGOTTEN 15 MILLION 

Would \ou please send me the is- 
sues in which "The forgotten 1.5.000.- 
000" ajipeared, as well as )our 7 No- 
vember issue. Ma) 1 inform \ on that 
1 have read these issues but 1 should 
like to ha\c a cop) of same to read 
more carefnlh. 1 am a student on 
radio matters and an assistant in Mc- 
Cann-Erickson raflio department here. 

E. AuGLSTo Da Sil\ \ 
McCann-Erickson 
Sao Paulo, Brazil 




March-April 1950 

MORNING 45.1 
AFTERNOON 27.3 
EVENING 21.8 




SYRACUSE, N. Y. 

Represented by 
FREE & PETERS, INC. 



SARATOGA RACING 
ASSOCiATION 

SARATOGA, N. Y. 
selects 

WROW 

TO BROADCAST 

the Exciting Harness Races 
For its 1950 Season (Exclusive) 



YOU will do well 
to select WROW 
for New York's 
3rd Great Market 



It costs you less per thousand 
listeners on WROW 



Ask 

THE BOLLING COMPANY 
5,000 Watts • 590 K.C. 



ALBANY. N. Y. 



BAStC MUTUAL 



19 JUNE 1950 
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Why he doesn't buy radio 

The man on the plane was >oung 
and affable. 

It turned out that he was regional 
manager in charge of 11 stales for one 
of the nation's home-appliance firms. 

In a single \ ear he rides herd on 
-S 1.000,000 invested in advertising in 
his area. On a co-op basis, half of this 
comes from his parent company, the 
other half from his dealers. And be- 
cause the dealers look to him for guid- 
ance, he pretty much calls the turn on 
choice of media. 

This man admitted that he didn't 
fa\or radio adxertising. Newspapers 
were his dish. 

But there were hours to spare, and 
time to talk. It finalh turned out that 



his objections to radio, though \alid, 
could hardly be traced to radio's in- 
herent ability to produce. 

He liked newspapers because thev 
contact him more, give him better serv - 
ice, present facts, present plans. 

■'1 don t ever remember.'' he said, 
■■re<^-.ei\ ing a concrete idea-presentation 
from a radio salesman." 

He cited instances of newspaper 
service: told of campaigns thev out- 
lined, although most weren't useful. 

■"Newspaper salesmen." he said, "are 
far more anahtical. They che<'k in on 
buyers' problems." 

Warming to the subject, he said: 
■' The radio salesmen who have con- 
tacted me seldom seem to have produc- 
tion information or knowledge. Most 
requests are on a personal basis and 
aren't scientific." 

Asked whether lie, personally, would 
welcome ideas from radio representa- 
tives, he said: "I certainly would.'' 
And he revealed his interest in the 
technique of radio by commenting on 
some super-special commercials he'd 
been hearing over WRAP. Fort Worth. 

Some of his Sl.000.000 goes into 
radio's till. But very little. He's just 
getting his feet wet on television. 

Out of this discussion came tbis 
puzzler: were his reasons for gi\'ing 
newspaper> the nod typical? Is radio 
losing millions because salesmen aren't 
properl)- briefed, don't get the proper 



presentation and research support? 
Are broadcasters using the excellent 
tools that the Broadcast Advertising 
Bureau prox'ides? 

Radio's biggest giveaway 

We can hardly blame Mr. Sponsor 
for failing to ask Mr. Broadcaster how 
Come that he never learned to count. 

After all, if the broadcaster is will- 
ing to figure home listening on the 
basis of use of the parlor set (when 
actually bedroom, batlirooiii. and kitch- 
en listening is making the big upward 
climb) who is the sponsor to protest? 

And if out-of-honie listening (which 
in New York, for instance, is 15% as 
high as the presently calculated in- 
home listening) is on the bonus list, 
too. why not accept the gift? 

To our way of thinking, the biggest 
giveaway in radio is radio itself. 

The magazines do calculus while the 
radio station can't do simple addition. 
Check the Life and Look systems of 
cumulatixe audience and you'll see 
what we mean. 

Advertisers, in the American tradi- 
tion, love fair play. They're willing 
to pay for what they get. But if a full 
tally of the radio audience isn't impor- 
tant to sellers of the medium, the buy- 
er isn't going to raise a rumpus. 

If broadcasters persist in presenting 
a substantial bonus, the least they can 
do is make ever\ axlvertiser fully aware 
of the big bonanza. 



Applause 



F & P holds sales clinic 

\ prominent media buyer re<_enti\ 
ub-erved that today's station represen- 
tati\e head- the list in resourcefulness 
and hard work. 

The bc-t e\ain|)le of national repre- 
-cnlatix e-station teamwork in the ad- 
verti>er'? interest that ha.- come to our 
attention i> the Free ^ Peters National 
."^pot >ale> ('lini< conducted in Chicago 
on ()-7 June. 

The idea was to bring the stations 
fare to fa< (' u ith the "pax cmenl-pound- 
iiiL' memh(>rs of the lop firm. In a 
uhirlwind tx\o-da\ vhirtsleexe session, 
well-dclineati-d all the way. the reps 
told what thex kncnv. the stations con- 
tributed their >hare. I* or good mea- 
sure. tinirhuxer> Kichard C. (nahl. of 
the \\ ni. K-t\ Co.: (^arl ('.eorgi. Jr.. of 
1). P. Brother Co.: and Louis J. Nel- 



son, of the Wade Advertising Agencx , 
provided an insight into what happens 
on the agency-adx ertiser side of the 
curtain. Station men came out of the 
limebuxer session with a brand new 
concept of what goe- on at anx agency. 

From 10 a.m. to 6 p.m.. xvith time 
out for lunch, the txvo days xvere all 
business. Besides the agency session, 
the agenda included panels on radio 
rates, traffic sales systems, surx eys. ra- 
dio programing. T\ programing, radio 
promotion. 1 \ promotion. 

Was it appreciated? Over 100 at- 
tended, including all F P stations, 
radio and '\'\ . except one in Texas, 
one in Hawaii. After the first dax , the 
gag made the rounds that the stations 
were entitled to squawk, since they had 
to pax their own xvav, and it xvasn t 
right for F & P to make them like it 



so much. Broadcastiiis^s Chicago man- 
ager conmiented to sroNSOR that once 
the meetings started, nobodv came nor 
left. Wm. Esty's Dick Grahl said, 
"Here's hoping that the industrx does 
more of this sort of thing. It's tre- 
mendous. " 

The exchange of information xvas 
unstinted and xsholebearted. The pro- 
ceedings are being summarized and 
will go to all F P stations. 

!^i'ONSC)K beliexes in shirtsleexe ses- 
sions. It beliexes in xsholehearted ex- 
<hange of meaningful information. 
CBS and NB(" <'liiiics are gaining in 
stature. Rwentlx, when the Tennessee 
Broadcasters Association held a shirt- 
sleeve session, it was enthusiastically 
receixed. F & P's sales clinic is the 
first b} a representatixe in many xears 
(Petry did it in the early '40s). We 
ho|)e that there will he more of theni. 
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fall facts edition 



Agency and advertiser executives sweat out their fall and 
winter schedules during July and August. It's 
tough going and they need every logical tool they can find. 
SPONSOR'S fourth FALL FACTS EDITION, a handy tool, will hit 
their desks on 17 July. It's a briefing issue containing 
up-to-the-minute capsuled analyses of such vital subjects as 
^ best use of spot, costs of using TV, merchandising 

techniques, transcription advances, radio and TV 
program breakdowns by ratings, and many others. 
It's your top buy of the year ... a direct line frcm buyer to seller. 



Send your space reservation to SPONSOR, 510 Madison Avenue, New York 22. 





SPACE 


RATES 






1 


6 


13 


26 


Poge 


$350 


$330 


$300 


$255 


2 Cell. 


255 


240 


220 


185 


Vj Poge 


200 


190 


170 


145 


1 Col. 


140 


135 


120 


100 


Vj Col. 


75 


70 


65 


55 


Regular frequency rotes apply. 





□ 


DOUBLE PAGE 




□ 


SPREAD 
SINGLE PAGE 


Please reserve the space checked in the 1950 
FALL FACTS EDITION. Deadline July 1, 1950. 
Regular rates prevail. 


□ 


TWO COLUMNS 


FIRM 

ADDRESS 


□ 


ONE-HALF PAGE 


CITY ZONE 
STATE 


□ 


ONE COLUMN 


PER , 

AGENCY, IF ANY 


□ 


HALF COLUMN 





136, 570 





!S,^20 /worcesterTJ 



I MA* 



MASS. 87 




WORCESTER 




Total Weekly 
Family .Audience 

WTAG 136,570 



Station (B) 
Station (C) 
Station (D)» 



64,080 
58,220 
54,370 



WORCESTER 

580 KC 




